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Erwin, Wasey & Co. published a 
full-page advertisement in Chicago 
newspapers this week. The Chicago 
aldress was shown, together with 
those of branch offices. None was 
given for New York, where I always 
had supposed this agency has an 
office. But maybe I’m wrong. 

* ” * 


The Erwin, Wasey ad, by the way, 
was first published in 1927, the 
announcement said, but by some 
strange prophetic vision it included 
the names of clients who have come 
into the fold within the past few 
weeks, including Camel cigarettes 
and Real Silk hosiery. Boy, that is 
copy-writing! 

* 


* * 


Five hundred thousand people 
were expected to take part in the 
$50,000 Camel cigarette contest re- 
garding the “significant change” re- 
cently made in the package. I’m not 
trying to give anybody an unfair 
advantage, but I would like to know 
how much D-P-nt is paying for this 
juicy advertising of C-ll-ph-ne. 

~ 7 a 


The American Cigar Company 
sent telegrams to thousands of 
smokers offering special inducements 
to try its new line of Pall Mall 
cigars. President George Washing- 
ton Hill signed the night letters. 
Ring Lardner may have reason to 
believe that Mr. Hill is stealing his 
stuff. 


*_ * * 


One of our cash customers, an- 
noyed, apparently, because of a 
somewhat frivolous comment in this 
column on a very important subject, 
demands to know if this is a comic 
strip. 

Well, I hate to brag, but— 

+ 7 


A friendly contributor sends in 
several paragraphs which are full 
of sound advertising wisdom. But 
as they do not classify as nifties, 
wisecracks, gags or wows, I’ll have 
to turn them over to the Vox Pop 
department—they’re no good to me. 

* * * 


Contributions of that kind, as a 
matter of fact, produce the same 
effect as the remark of an unfor- 
tunate girl confined in an institute 
for the feeble-minded. Her com- 
panion, of the same sex and condi- 
tion, looked at her suspiciously. 

“You must be expecting to get out 
of this place, ain’t you?” she in- 
quired. 

“No, why?” 

“You’re talking sense.” 

* * 


A trade publication, urging pros- 
pective readers to subscribe, re- 
marks ominously, “Tempis fuget.” 
And next month, if the response is 
inadequate, the publisher should an- 
nounce, “Tempis has already fuget, 
darn you!” 

* 


The Women’s Advertising Club of 
Chicago discussed the subject, “Is 
the Business and Professional 
Woman a Social Bore?” Gene Mc- 
Caig asked if this doesn’t depend 
on whether the women are “big 
shots.” Then she ducked, the coward! 


et ye 


ADVERTISING AGE says that a sen- 
sational new campaign on Real Silk 
hosiery is in preparation. The most 
sensational would be one which 
would show the ladies how to keep 
their seams straight. 

Copy Cus. 


* * 


SWING UPWARD 
WITH BUSINESS, 
EXPERT ADVISES 


Cherington Discusses Diffusion 
of Surplus 


As the result of the widespread 
diffusion of the “spendable surplus” 
of the United States, represented by 
10,000,000 families now as compared 
with 2,000,000 twenty years ago, ad- 
vertising can play a most important 
part in hastening the recovery of 
business, now under way. 

This was one of the high points 
in the talk of Dr. Paul T. Chering- 
ton, director of research for the J. 
Walter Thompson Company, New 
York, before the Chicago Advertis- 
ing Council March 5. His subject 
was, “Advertising in Times of Busi- 
ness Recovery.” 

“A period of recovery,” Dr. Cher- 
ington said, “is a time for strategic 
maneuvering on the part of any 
business equipped and manned to 
take advantage of its opportunities. 
At a time when general expansion 


in business can be counted on, it be-' 


comes possible for alert competitors 
to select strategic positions and to 
take for themselves these satrong- 
holds in business. To put it con- 
cretely, in many lines of business the 
leaders for the next ten years are 
being chosen during the next ten 
months. 


Wken Volume Is Easy 


“In the second place, at a time 
when business is growing and can 
still be expected to grow, it becomes 
fairly easy, when momentum has 
once been acquired, for a far-sighted 
concern to build up volume faster 
than it can be done by slow-moving 
competitors. 

“Again, as a third point, during a 
period of expansion, opportunities 
are most favorable for introducing 
new policies, thus strengthening the 
concern’s profit position. The mere 
enumeration of these characteristics 
of business in a period of recovery 
makes it clear that at such a time, 
rather than either a time of tremen- 
dous boom or severe depression, the 
conditions are most advantageous for 
building up profitable business and 
doing it with a minimum of cost and 
effort.” 

Business enterprise can no longer 
impose its will on the consuming 
public. Today, Dr. Cherington said, 
the consuming public imposes its 
will on business enterprise. The 
consumer has greater freedom of 
choice in satisfying his wants and 
more power to exercise that freedom 
than any other people in the world 
have now, or probably ever had be- 
fore. 

“A table recently prepared com- 
paring incomes at various levels in 
the United States with similar in- 
comes in certain European coun- 
tries,” he said, “shows that over 90 
per cent of our families now have 
incomes embracing for free spending 
a surplus above subsistence. 

“What we need now is not mere 
courage, but rather the most intelli- 
gent possible use of the means of 
strengthening the demand side of 
the supply-and-demand equation, and 
to do this in a buyer’s market. This 
will be done whenever whatever is 
told the consumer enables him to 
buy better—in his own interest.” 


Los Angeles, Cal., March 5—Sen- 
sational advertising plans for a 
new Violet Ray Gasoline were an- 
nounced by the General Petroleum 


Standard Affiliate 


Launches Drive on 
Violet Ray Gasoline 


United States patents, covering re- 
fining processes, are listed. 

The campaign stresses the fact 
that Violet Ray gasoline costs no 


Its Violet Color is 
Your Protection. 


oline back to white. To be safe, use 
only violet-colored Violet Ray. 


Costs No- More Than White Gasoline. 
GENERAL PETROLEUM CORPORATION 


Ray Gasoline - General Ethyl Double-Powered Gasoline - Socony Dewaxed Paraffine Base Motor Oil 


Corporation here this week. Addi- 
tional interest was created by the 
fact that General Petroleum Corpo- 
ration is closely associated with the 
Standard Oil Company of New York, 
whose merger with the Vacuum Oil 
Company recently received the sanc- 
tion of a United States District 
Court. 

The new campaign on Violet Ray 
is being released by Smith & Ferris, 
local agency, in about 250 Pacific 
Coast newspapers, a series of color 
pages in The American Weekly, and 
radio broadcasts and outdoor adver- 
tising as supplementary mediums. 

Besides the new Violet Ray Gaso- 
line, the General Petroleum Corpo- 
ration refines and distributes Gen- 
eral Ethyl double-powered gasoline 
and distributes Socony motor oil, the 
brand of the Standard Oil of New 
York. 

The new copy features the claim 
that Violet Ray gasoline embodies 
an entirely new scientific idea. In 
support of this statement, seven 


Initial Copy on Violet Ray Gasoline 


more than white gasoline, though 


no napthenic or 
acids, which are common to unre- 
fined crudes and harmful to any 
motor.” 

Release of the copy was preceded 
by divisional sales meetings in which 
the revolutionary character of the 
new campaign was emphasized by 


Smith & Ferris. Mr. Drum also pre- 
sented charts and figures to show 
each member of the distributing or- 
ganization how much advertising 
will be released in his territory and 
how many gasoline buyers it will 
reach. 

G. F. Olsen, manager of the com- 
pany’s laboratories, also was an im- 
portant figure at the meetings. He 
explained the entire Violet Ray re- 
fining process, asserting that the 
delicate violet color is destroyed by 
harmful acids remaining in ordinary 
gasoline. 


the violet color is described as “the 
guarantee of science that it contains 
sulphur-bearing 


Harry C. Drum, vice-president of 


HEAR DETAILS 
OF PLANS FOR 
BOK MEMORIAL 


Project Explained at Harvard 
Awards Dinner 


Boston, Mass., March 5—Details 
of the plan to create a memorial for 
the late Edward W. Bok, founder of 
the Harvard Awards, were given by 
Bernard Lichtenberg, of the Alex- 
ander Hamilton Institute, New York, 
chairman of the committee in charge, 
at the Harvard Awards dinner Feb- 
ruary 27. 

The 1930 awards were presented 
by Melvin T. Copeland, professor of 
marketing, Harvard Graduate School 
of Business Administration, who 
also introduced the speakers of the 
evening, G. Lynn Sumner, president 
of the New York agency of that 
name, and Bruce Barton, chairman 
of the board, Batten, Barton, Dur- 
stine & Osborn, New York. 

Mr. Lichtenberg said the fund 
will be raised by the following 
quotas: American Association of 
Advertising Agencies, $2,500% Amer- 
ican Newspaper Publishers Agsocia- 
tion, $2,500; Association of National 
Advertisers, $1,000; Associated Busi- 
ness Papers, Inc., $500; National 
Publishers Association, $2,500; Agri- 
cultural Publishers Assogiation, 
$250; and Advertising Federation of 
America, $1,000. 


Expenditure of Money 


As explained in ADVERTISING AGE 
of February 28, this fund will be 
spent in part for an oil painting to 
be hung in the library of the Har- 
vard Graduate School of Business 
Administration. The remainder will 
be invested, the interest being used 
for the purchase of books on adver- 
tising for the school. Mr. Bok’s 
widow has been asked to indicate 
the artist. i 

Dr. Copeland said a somewhat 
smaller number of advertisements 
than usual were submitted for the 
1930 Harvard Awards, but that the 
quality was distinctly better. He 
said the awards were established in 
a spirit of practical idealism, and 
business as a whole must catch this 
vision, both for material and spir- 
itual prosperity. 

_Mr. Sumner pointed out that 
higher pay and more leisure have 
created new standards in this coun- 


bined. 


ra 


Springs. 
America—June 15-17. 


brought 163,000 letters. 


May Make Survey on ‘ 


Last Minute News Flashes 


‘Meal in Package” Plan 

New York, March 6—General Foods Corporation is considering a sur- 
vey of the possibilities of a “meal in a package” plan, in which all of the 
elements required for a complete meal for several persons would be com- 


Advertising Provides Names for New Babies 

A charity worker in Chicago’s foreign settlement reports that adver- 
tising is providing the Christian names of many new citizens. 
Listerine leads in popularity, but is being pursued closely by Modess. 


Industrial Advertisers to Meet with A. F. A. 
New York, March 7—The National Industrial Advertisers’ Assoclation 
will hold its 1931 convention in New York, instead of at White Sulphur 
The dates are those adopted by the Advertising Federation of 


Expect 1,000,000 Letters in Camel Contest 
New York, March 6—Erwin, Wasey & Co. believe that 1,000,000 let- 
ters will be received in the $50,000 contest 


on Camel cigarettes. One mail 


; “Once the process of manufactur- 
ing began in the designing room,” 
he said. “Today, it begins in the 
home. The new responsibility of 
the advertising man is first, to find 
out what the consumer wants, so 
that he may tell the manufacturer 
what to make. 


The New Objective 


\ “Now the advertising agency must 
tart with what was formerly its ob- 
jective. If it is able to serve the 
manufacturer in the truest sense, it 
must be able to say: ‘We have 
studied the market. represented by 
your possible customers and we find 
a steadily decreasing demand for 
the kind of merchandise you make, 
but a rapidly increasing demand for 
the kind you can make.’ 
“Advertising can say to a clothing 
manufacturer, for instance: ‘Make 
20 per cent less blues and 20 per 
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cent more light grays for next 
spring, because that will be their 
relative importance six months from 
now.’ ” 

Mr. Barton discussed “Working | 
with Words,” saying that the adver- | 
tising man deals with material that | 
may be imperishable. 

“The Lincoln Memorial,” he said, 
“is built of beautiful and enduring 
stuff, but it will crumble to dust be- 
fore the words, of Lincoln’s Gettys- 
burg address cease to be remem- | 
bered. 

“It is a glorious privilege to work 
with stuff of such power and 
permanency. Our meeting tonight 
is a worthy reminder that no one 
has the right to lay his hand to such 
materials unless he does so in humil- 


ity, with a spirit of reverence and | 


with a: deep devotion to truth.” 


Unique Test 
Westinghouse 
Radio Theme 


New York, March 5—While prac- 
tically every advertising medium 
will play a part in the new cam- 
paign for the Westinghouse radio, 
launched by the Westinghouse Salute 
Wednesday night, one of the major 
roles will be taken by the talking 
screen in thousands of motion pic- 
ture theaters throughout the coun- 
try. 

Four talking pictures were made 
of the broadcast. One was taken in 
the New York studios of the Na- 
tional Broadcasting Company, an- 
other in Mammoth Cave, Ky., a 
third in a submarine off the Atlantic 
Coast and a fourth in a blimp over 
Los Angeles. 

Westinghouse radios in each of 
these places caught the program as 
it came over the air and wire from 
New York, and the perfection of 
their performance, in the face of the 
difficulties placed in the path, will 
be seen by the theater-going public 
in the largest campaign of the sort 
utilized thus far. 


In the meanwhile, magazine and 
newspaper copy will describe the 


DESCRIBES NEW TASK 
FOR ADVERTISING 


G. Lynn Sumner 


tests and urge the public to watch 
for the appearance of the film at 
their favorite playhouses. 

The campaign is being handled by 
Lennen & Mitchell, Inc. 


Seek Color Scheme 


for Delivery Cars 

A large department store has an- 
nounced, through the White Com- 
pany, Cleveland, a contest to develop 
new color schemes for its delivery 
cars. 

The capital prize will be $100. 
An outline drawing of a White de- 
livery truck is supplied those wish- 
ing to enter. 


In Engraving Field 
After service with Street & Fin- 
ney, New York, and the Curtis Pub- 
lishing Co., Philadelphia, Archibald 
Griffin has joined the Aetna Photo 
Engraving Co., New York. 


Start New Daily 
The Henderson (Texas) Daily 
News will begin publication in the 
near future. It will compete with 
the Rusk County News. 


Repetition 


similarly. 


hit profit. 


€ W ort Waite 


Since the year began, outstanding 
authorities have prescribed for business 
Their ideas are worth repetition. 
“Work lines of least resistance . . . aim for 
profit. . . let volume seek its own level.” 

It is only common sense to recognize in 
the quality market the line of least resist- 
ance. It is a logical sequence that con- 
centrating on an active quality market is 
the road to profit. 

The Big 4 Magazines blanket an active 
quality market with a circulation over half 
a million. The readers are men and women 
beyond the reach of shifting circumstances, 
with normal needs and desires, with the 
means for satisfying both. 

Who are more likely to give considera- 
tion to advertising messages than these 
thinking, open-minded people who have 
been segregated by the Big 4 publications? 

e Big 4 give you “the line of least 
resistance’ where’ you may_aim for and 


heb AGroup 


Over Half 
A Million in the Quality Field 
Circulation 
Forum Review of Reviews 
Golden Book World's Work 


55 FIFTH AVENUE, NEW YORK 


ADOPT COIN IN 
SLOT IDEA FOR 
REFRIGERATION 


Chicago Company Will Sell or 
Rent Machine 


Tre Automatic Refrigeration Cor- 

»oration, Chicago, has developed the 
ipotheosis of ins:alment selling in an 
‘lectric refrigerator equipped with 2 
coin attachment. The housewife 
lrops a quarter in the slot every 
‘ime the machine slows down and 
when the collector calls he will find 
the current instalment waiting for 
him in the coin box. 
R. J. Sherman, secretary-treasurer 
of the company, believes this method 
will open up a market which could 
not be tapped for some years under 
the sales methods of other com- 
panies. Standard selling terms in 
the refrigeration field call for 10 per 
cent, or about $22.50 as an initial 
payment with the remainder spread 
over a specified period. Against this, 
Automatic offers terms of between 
$7.50 and $9 per month, the total 
cost being about $225. 

The machines will be either sold 
or rented, payments in the latter 
case amounting only to $4.50 per 
month. 


Use Standard Parts 


The company manufactures two 
units, one having 4.3 cubic feet of 
storage space, the other 5.35 cubic 
feet. With the exception of the coin 
mechanism, the machines are made 
with standard parts. 

Thus far, the company has ap- 
pointed distributors in 12 states and 
is opening others up steadily. 

In the case of rental, 25 cents 
pays for 40 hours of refrigeration, 
18 such periods accounting for the 
month and as many 25-cent pieces. 
Where the machine is sold and the 
monthly instalment is higher, 25 
cents buys only 20 hours of service, 
and 36 quarters are necessary for 
continuous service. 

The company believes that owners 
of apartment buildings will welcome 
the new plan with open arms, since 
it will give them an additional talk- 
ing point, with no corresponding 
investment. 

The coin method of operation was 
made possible by the invention of a 
special circuit, on which the com- 
pany has applied for patents. 


“Farmers Guide” Has 


New Representatives 


The Indiana Farmers Guide, Hunt- 
ington, Ind., which has been repre- 
sented in the United States and Can- 
ada by the Riddle & Young Com- 
pany, has instituted the plan of in- 
dividual representatives. 

Ed F. Wright has been appointed 
in New York; J. C. Billingslea in 
Chicago; George F. Dillon in Kansas 
ae and Roy R. Ring in Minneap- 
olis. 

Under the new plan, advertisers 
and agencies will be billed direct 
from Huntington, instead of through 
the representatives. 


Versatile Editor Dined 


Philips H. Lord, editor of the 
Home Town-Thistledown News, of 
Skoehegan, Me., creator of the role 
of Seth Parker, and writer of the 
scripts for his Uncle Abe and David 
programs, was the guest of the Na- 
tional Press Club, Washington, this 
week. 

A number of radio artists attend- 
ed the luncheon. 


Joins Broadcasters 


Donald Peterson has joined the 
Radio Broadcasters of America, 
New York. He was formerly direc- 
tor of radio and market research for 
Street & Finney. 


Increase Gas Tax 


Governor Parnell has signed a law 
bringing the Arkansas gas tax to 


six from five cents. 


TWENTY-FIVE CENTS WORTH OF ICE, 
PLEASE 


a. 


0 i ils lle belts 


OF FORD DEALERS 


Philadelphia, Pa., March 5—The 
recent increase in the dealer dis- 


‘count to 22 per cent by the Ford 


Motor Company will lead others in 
the low-priced field to make similar 
moves, in the opinion of Automobile 
Trade Journal. 

The new 22 per cent discount, it 
is believed, was a direct result of 
the fact that Chevrolet sales passed 
those of Ford in December, 1930, 
for the first time since August, 1928. 

The Ford Motor Company cut dis- 
counts from 20 to 17.5 per cent in 
November, 1929. According to Auto- 
mobile Trade Journal, dealers con- 
tended at that time that adequate 
profits on car sales were impossible 
on that margin. 

“A recapitulation of the 1929 oper- 
ating statements of over 100 Ford 
dealers,” the publication said, “shows 
that even on a 20 per cent margin 
their combined new and used car 
operations were conducted at a loss. 

“Back of the original cut to 17% 
per cent probably was the theory 
that what the dealer lost in new 
car gross profit he could recover by 
putting his used car trading on a 
better basis. This was a good theory 
but, in practice, it doesn’t always 
work out so well with strong com- 
petition operating on substantially 
higher discounts which make more 
generous trading possible. 


The Important Question 


“The answer to the prospect’s 
question, ‘How much for my used 
car?’ still is a mighty important fac- 
tor in making new car sales. 

“The latest revision is the fourth 
change in Ford discounts since the 
Model A was introduced. Initially, 
and continuing until November, 1929, 
the discount was a flat 20 per cent. 
Then it was cut to a flat 17% per 
cent. 

“Subsequently in May, 1930, a 
sliding scale was introduced, start- 
ing at 17% per cent and reaching a 
maximum of 21 per cent on annual 
sales of over 500 units. 

“In January, 1931, the sliding 
scale was revised so that the first 
step in discount to 18 per cent be- 
came effective on the 26th car in- 
stead of on the 51st. Moreover, the 
maximum discount of 21 per cent be- 
gan to operate on the 401st unit in 
the revised scale. 

“Neither of these sliding scales 


helped the small dealer much, al- 
though the second was slightly bet- 
ter for him than the first. The 
larger dealers, of course, benefited 
to a greater extent. However, to 
get the 20 per cent gross margin 
earned on the original discount, 
dealers had to sell about 600 cars 
annually with either sliding scale. 
“Average sales per Ford dealer 
last year were about 142 units. On 
this volume of business and assum- 
ing an average list price of $525, 
the Ford dealer would earn $14,910 
gross on the old 20 per cent basis. 
“At 17% per cent discount, his 
gross profit would be cut 12% per 
cent to $13,046.25. The first sliding 
scale increased his potential gross 
on this volume of business to $13,- 
508.25, or a 3% per cent increase 
over the flat 17% per cent basis. 


“The second sliding scale gave 
him a 2 per cent gain in gross profit 
over the first, his margin on 142 
cars being $13,794.37. On a flat 22 
per cent, his gross profit on 142 
units will be $16,401, which adds 19 
per cent to the margin he would 
have obtained on the second sliding 
scale. 

“There is no doubt that the in- 
crease in discount has renewed the 
enthusiasm of Ford dealers.” 


Women Donate $150 


The Philadelphia Club of Adver- 
tising Women, through its president, 
Ruth E. St. Clair, has presented a 
check for $150 to the chairman of 
the Interclub Loan Committee, to be 
used to help business women through 
the depression. 

The award is in lieu of the annual 
gift to the woman who has done 
most for her city. 


DOES GOOD 
TYPOGRAPHY 
PAY DIVIDENDS? 


Read advertisement of 


Lee & Phillips, 
Inc., on 
page 
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ADVERTISING AGE 


WILSON BROS. 
WILL ABANDON 
RETAIL FIELD 


Wilson Brothers, Chicago manu- 
facturers of men’s furnishings, have 
sold six of their New York stores, 
as the first step toward vacating the 
retail field. Thirteen other retail 
establishments will be sold in the 
near future. 


“We are going out of the retail 
furnishings field,” Lindsay H. Craw- 
ford, president of Wilson Brothers 
explained. “We are manufacturers 
and distributors of furnishings and 
we have not found it satisfactory to 
own stores. We have found it more 
profitable for manufacturers to be 
manufacturers and retailers to be 
merchants—each to stick to his own 
end of the business.” 

The organization, however, will 
work more closely than ever with 
retailers. It recently formed Wilson 
Brothers Haberdashers, Inc., other- 
wise known as the “Concentrators,” 
made up of independent retailers 
who have been sold on the idea 
that their best interests lie in close 
co-operation with a single manufac- 
turer. Members of this organization 
agree to buy a minimum of 60 per 
cent of their furnishings from Wil- 
son Brothers, who reciprocate by 
providing the usual staff work of a 
retail chain, style and other infor- 
mation and service. 


Group Is Growing 


Thus far, there are 56 stores in 
the Concentrator group, but a num- 
ber of others will be added in the 
immediate future, it is said. Most 
of the present members are in Chi- 
cago and Detroit. 

President Crawford elaborated on 
his statement by saying that stores 
which fill the needs of their local 
communities satisfactorily should 
have the freedom to obtain certain 
of their needs from varied sources 
of supply. 

Men’s Wear and Chicago Apparel 
Gazette commented as follows on 
Wilson Brothers’ new move: 

“Trade comment generally is of 
a favorable character following the 
announcement that the company will 
retire from the retail field. 

“In some quarters this is believed 
to be the forerunner of similar ac- 
tion by others. The policy has been 
considered before and much of its 
newness is in the fact that Wilson 
Brothers were the first to act. 

“Clothing manufacturers also 
evinced a lively interest in the de- 
cision of Wilson Brothers to give up 
their retail stores and confine their 
efforts to manufacturing. Several 
manufacturers expressed the opin- 
ion that the step is a wise one. It 
was pointed out that Mr. Crawford 
and his associates are now free to 
devote themselves exclusively to the 
idea on which their business is 
founded.” 


Tool Company 
Wins Suit over 
‘Crescent’ Mark 


Buffalo, N. Y., March 5—The 
United States District Court granted 
the Crescent Tool Company, James- 
town, N. Y., a perpetual injunction 
prohibiting Montgomery Ward & 
Co., Chicago, from advertising the 
name “Crescent” either alone or in 
combination with other words to de- 
scribe its wrenches. 

The decree declared the James- 
town company to have exclusive 
right to Crescent. 

The sale of wrenches as Crescents 
by the Chicago mail order house 
created consternation among hard- 
ware men, who at first believed the 
Crescent Tool Company had added 
Montgomery Ward & Co. to its list 


Of with the B 


OU learn things in 85 years of the pub- 

lishing business. It’s what you learn in 
stormy. times that tells what you're going 
to amount to when the gale blows over. 

When the typhoon came bumping along 
in 1929, the bad weather signals were so 
clearly set that Scribner's Magazine im- 
mediately began to get ship-shape for a bit 
of dirty weather. This was done without 
cutting down on the chow in the galley and 
without kicking any of the crew overboard. 
It was done by sloughing off every business 
barnacle that hampered the boat. 

For you can set it down as an axiom that 
what is coming out of this blow-em-down 
period is an era when a penny spent will 
bring back a penny earned or some hard- 
bitten advertising mariner is going to find the 
reason why. In the magazine field it will be 
a tim® of readership and not printership. 
You can run the cylinders right off the 
presses but unless the magazines you print 
are going to be read by somebody who 
WANTS to read them and will buy some- 
thing OUT of them, you can save the print- 
ing costs and take a nice long vacation at 


Miami Beach. 


VVV 


The trend is plain. 

As we have been pointing out for months, 
space buyers are weary of puffed-up circu- 
lation figures and greatly interested in 
reader power. By holding on to all sub- 
scriptions in arrears and putting out millions 
of mailing pieces offering a $4.00 magazine 
for $1.00 for six months, Scribner's could 
have increased its circulation. The fact that 
the great percentage of these new subscrip- 
tions could not be renewed except at 
another cut rate, would only have been an 
incident; the nice forced circulation figures 
would be there. Instead of that Scribner's cut 
awey all short-term subscriptions and all sub- 
scriptions in arrears and got onan even keel. 
What remains is a fully-paid, fully-interested 
home circulation of approximately 70,000 
with nota barnacle left on it. It is a circulation 
with the compactness and driving force of 
a Gar Wood speed boat. It is a circulation 
which for sheer quality and effectiveness has 
no superior among American magazines. 


VvVV 


A page in Scribner's is as big as a page in 
Printers’ Ink or a page in the Saturday 


‘Evening Post. In short, it is a page. It is a 


unit which the eye catches and either takes 
in or repels. First you have the page of ad- 
vertising; then you have the reader looking 
at it. If the reader is looking at it because he 
has paid thirty five cents for the privilege, 
the chances are that he WANTS to look at 
it and is in a comparative state of agreement 
with the magazine carrying the message. If 
it is a good message, business is done. 

When there are 70,000 homes (200,000 
readers in these homes) of this type, there is 
formed an advertising medium which as- 
sumes the importance of a super-salesman. 
The advertising rate for this page is $360. 
If it were a 429 line page, the rate would 
be in the neighborhood of $800. And yet 
when it is all said, it is still a page. A page 
which sells or doesn’t sell. 


vVVvV 


Norman Hapgood, former editor of Collier's, 
Hearst's, International, etc., in his recent 


book “The Changing Years’’ said: 


‘It is extremely doubtful in my mind today 

whether any newspaper or magazine with 

a million circulation can mean anything to 

the thinking minority.” 

The Association of National Advertisers 
in a recent meeting passed the following 
resolutions: 

“We as buyers of advertising must per- 
force be consistently on the alert to re- 
duce our advertising expense by all pos- 
sible means and hence are determined in 
the future to examine more closely into 
the quality and actual purchasing power 
expressed therein rather than to seek for 
quantity circulation.” 


No. 52 of a Series 


arnacles! 
This ship is going to SAIL! 


x 


\ ! 


\\ fy 
V 


VV VVV 


The day of numbers for the sake of num- 
bers is over. The manufacturer wants orders. 
If his desire is to reach Bermuda by boat, he 
won't send out a thousand ships with the 
hope that one at least will hit it. He'll take 
the liner which is in direct touch with Ber- 
muda, and can lay Bermuda in his lap if he 
wants it. 

He'll want an‘‘un-barnacled”’ ship such as 
Scribner's. A ship carrying a passenger list 
which BUYS in good times or bad—a ship 


which is going somewhere and getting there. 


SCRIBNER'S 


of customers. Crescent denied this, 
and in May, 1930, filed suit here. 
Clarence Swisshelm, sales man- 
ager of the Crescent Tool Company, 
was one of the chief witnesses. He 
testified that the company had sold 
35 million tools, of which 18 million 
were Crescent wrenches. The com- 
pany spends $100,000 a year in 
magazine advertising and does such 
a large volume of direct mail that 


it operates its own printing plant. 


Women’s Organization 
Continues to Grow 


The Women’s Advertising Club of 
St. Louis has added six new mem- 
bers. They are: 


Miss H. E. Fox, Heil Chemical 
Co.; Jessie L. MacNichols, Stix, 
Baer & Fuller; Lillian A. Tautges, 
Letter Shop; Nellie Stewart Cain, 
Eastern Star News; Hester Dover, 
George L. Dyer Company; Helen K. 
Martin, Missouri Pacific R. R. 


Bulletin Succeeded by 
“Skycraper Management” 


The National Association of 
Building Owners and Managers, 
Chicago, will begin publication of 
Skyscraper Management March 15. 
It will succeed the association’s bul- 
letin, which has been published for 
16 years. 

The paper will be devoted to con- 
struction and management of office 
and apartment buildings. 


Raymond Ryan with 
Man Story Magazines 


Raymond J. Ryan has become 
Western advertising manager of 
Man Story Magazines, New York. 
Mr. Ryan’s quarters are at 203 N. 
Wabash avenue, the telephone num- 
ber being Central 4922. 

Mr. Ryan was formerly advertis- 
ing manager of the Fawcett Publi- 
cations. 
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“He Was Just an Advertising Man’’ 


A recent news item published in 
ADVERTISING AGE recorded the resig- 
nation of a well-known advertising 
manager, who had been identified 
with the same company over a long 
period of years, and had been cred- 
ited with doing an excellent job for 
it. His new connection was not an- 
nounced. Those close to the company 
explained that its agency had taken 
over much of the advertising pro- 
duction work, and that since he was 
just an advertising man, there was 
no longer room for him in the organ- 
ization. 

This sort of announcement should 
be enough to make every advertising 
manager stop, look and listen. The 
advertising manager who is just that 
and nothing more, meaning an ad- 
vertising technician, is in a decidedly 
vulnerable position. He knows so 
much about advertising and so little 
about business that he can be easily 
replaced. He is in danger of know- 
ing too much about the technique 
of advertising and too little about 
its application to the specific mer- 
chandising problems of the business 
with which he is connected. 

This type of advertising executive, 
fortunately, is not as numerous as 
he used to be. The growth of adver- 
tising, and its vital relation to basic 
business policy, have combined to 
increase the importance of the ad- 
vertising manager’s job, and hence 
to demand bigger men for those 
positions. That is why we have so 
many vice-presidents in charge of 
advertising, so many executives who 
are both sales and advertising man- 
agers, so many who are primarily 
merchandisers, and who are strate- 


gists rather than technicians in the 
advertising field. 

Some advertising managers re- 
gard agencies as their natural 
rivals. They are, if the advertising 
manager looks upon his work as 
merely advertising production. That 
is important work, and absorbs the 
money appropriated for advertising, 
but it can be handled readily enough 
by the agency. If that is all the 
advertising manager is doing, it is 
time he got out and rustled himself 
a bigger, better, broader job. 

A certain Ohio Valley advertising 
manager was in Minneapolis this 
week. He will be at home only four 
days this month. He is spending his 
time and energy and the company’s 
money for the purpose of seeing 
every key distributor and getting an 
important matter of sales promotion 
policy settled. This advertising man 
knows more about the distribution 
and merchandising policies of his 
company than any other one person, 
probably, and at any time the com- 
pany wants to dispense with his 
services as advertising manager, it 
can hire him back as a high-priced 
sales executive. 

It used to be said that advertising 
managers change jobs more fre- 
quently than any other vocational 
group except barbers. This is not 
true today, if indeed it ever was. 
The reason is that successful adver- 
tising men have refused to be “just 
advertising men,” and have learned 
to be merchandisers who can apply 
advertising profitably to the business 
requirements of their companies. 
Men like that are seldom permitted 
to resign. 


Crashing the Dictionary 


J. R. Hopkins, of the Chicago 
Belting Company, said in introduc- 
ing Walter H. Gardner, of the Cat- 
erpillar Tractor Company, at a 
recent meeting of the Chicago Ad- 
vertising Council, that as a result of 
the successful advertising of this 
company’s products, “caterpillar,” as 
a certain type of tractor, has become 
a part of the common language rec- 
ognized by the dictionary. More, he 
had a page from the dictionary to 
prove it. 

Dictionary recognition follows 
usage, of course, and the distance it 
remains behind usage depends on 
the rapidity with which the latter 
becomes general. Caterpillar has 
won its right to enter these portals, 
which require only that the high-hat 
of upper-case letters be doffed and 
the lower-case provided for common 
nouns be substituted. Winning a 
place in the language, on this basis, 
is a victory that any advertiser or 
merchandiser can be proud of, be- 
cause it indicates general recogni- 
tion and use of his product, as well 
as its name. 

A number of other names have be- 
come a part of the language as well 
as the identifying labels of commer- 
cial products. Vaseline, of course, 
is one; kodak is another. “Stillson,” 


as applied to wrenches, belongs in 
the same classification, even if in a 
somewhat narrower sphere. One of 
the newer trade names which seems 
well on the road to the same general 
acceptance is Cellophane. 

There is one obvious danger in 
getting so well-known that a proper’ 
name is used commonly as a general 
identification. By the trade and the 
public the special character of the 
product may be lost sight of, and the 
name may be used in identifying all 
products of that general type. 

B. V. D. underwear, Palm Beach 
cloth and similar products have met 
with this difficulty, and it is exceed- 
ingly hard to overcome it. About the 
only successful way is to maintain 
advertising in such a vigorous and 
determined manner as to demon- 
strate ownership of the name and 
its complete identification with one 
product or line. 

Permitting it to be used loosely as 
a general or common denominator is 
fatal to the localization of the de- 
mand upon the advertiser’s product 
only. If he fails to hold the ground 
he has won by general acceptance, 
he loses the very benefit he sought 
to obtain in creating the name. 

Crashing the dictionary thus has 
its dangers as well as its advantages. 


Information for 
Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertising manager or 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE: 


225. Those Who Give Can Buy. 


An analysis of the purchasing 
power of Detroit Saturday Night 
subscribers which leads off with the 
fact that 60 per cent of them con- 
tributed $500 or more to the com- 
munity charity fund. The reading 
habits of these well-to-do subscribers 
is another interesting subject ana- 
lyzed. 


226. Memphis and the Mid-South 
Empire. 

A market survey of the territory 
served by The Memphis Evening Ap- 
peal and Commercial Appeal. It 
shows this section of the South as 
a land of opportunity, and not as the 
country of negro shacks, hound dogs 
and too much cotton that novelists 
are wont to depict. 


224. The Acorn Calendar. 


This is a sample of a new idea in 
advertising calendars developed by 
the Acorn Press. It combines the 
features of a booklet, or catalog, and 
a calendar on the basis of 75 per 
cent utility and 25 per cent adver- 
tising. 


196. The Home Town Paper of the 
Free-est Spending City in 
the World. 

While the weekly income of the 
easy-going folk of the amusement 
world averages $72.62, this sum is 
insignificant in comparison with the 
tremendous total spent by the seven 
major divisions of the amusement 
field. The Billboard reports in this 
analysis that “Amusement Town” 
paid out $3,750,000,000 last year for 
equipment with which to amuse the 
American people. 


218. A $100,000,000 Market for Lines 
Allied to Agriculture and 
Horticulture. 


A survey compiled by Seed World, 
Chicago, which gives some interest- 
ing figures on the 78 side-lines han- 
dled by dealers in this field, with the 
percentage of distribution attained 
by each class. The seed catalog as 
a factor in merchandise distribu- 
tion in this field is also discussed. 


214. The Place of the Trade Paper 
in the Advertising Plan. 

In this 16-page booklet, published 
by the International Magazine Cor- 
poration, New York, Ray Sherman, 
editorial director of the Hearst Busi- 
ness Magazines, discusses the quali- 
ties to be found in a good business 
magazine and when and how the ad- 
vertiser can profitably use business 
paper space. 


124. The Recorder Outlook. 

A monthly bulletin by Arthur D. 
Anderson, editor of Boot & Shoe 
Recorder, New York, which dis- 
cusses the economic significance of 
new trends and forthcoming articles. 
The current issue comments upon 
the greatly lengthened selling sea- 
sons. 


194-a. The Marketing of House and 
Home Furnishings. 

This study shows that in depart- 
ment stores doing an annual volume 
of from $2,000,000 to $5,000,000, 
home and house furnishings account 
for 26.3 per cent of sales. How 
these sales are divided is one of the 
interesting presentations offered by 
Retailing. 


186. Steel—Basic to Industry. 


Everybody knows that steel is one 
of the great basic industries, but 
few know why. The Penton Pub- 
lishing Company gives the facts in 
readable fashion in 32 pages. It 
also tells how this 17 billion dollar 


market is divided. 


TOO BUSY TO RECEIVE CONDOLENCES 


ABC SALES 
REPORTS 


HE'S IN 
CONFERENCE! 


m 


—Electrical Dealer 


We Dinna Ken 

To the Editor: A release from 
the du Pont Cellophane Company 
announces a price reduction on cello- 
phane. 

Do you think the company is an- 
ticipating a huge increase in volume 
with R. J. Reynolds Tobacco Com- 
pany’s Camels or has the demand 
already materialized? 

CLYDE B. DAvIs 
Editor, Toilet Requisites, 
New York 


* * * 


Aesop Glim Saves $1; 


Rushes to Spend It 

To the Editor: I have just suc- 

ceeded in saving up one dollar to 

pay for my subscription. However, 

I don’t want you to feel that this 

signifies any price resistance to 
ADVERTISING AGE, 

If the price were much higher, I 

would still be a cover-to-cover reader. 

AESOP GLIM 
Alias George Laflin Miller 
The Lay Co., New York 


* * * 


Eastern Advertiser 
Submits a Problem 


To the Editor: Can you refer us 
to any articles that you may have 
published dealing with the problem 
of the unduly inflated list price? 

We should like very much to ob- 
tain some information relative to the 
practice of setting an impossibly 
high list price, so that the consumer 
will be impressed by the value he is 
getting for the price actually asked. 

SALES MANAGER 
* * * 


Lock Haven Femmes 


Take Pen in Hand 

To the Editor: New York adver- 
tising men and presumably many in 
other fields, are receiving postal 
cards signed by members of the 
Civic Club of Lock Haven, Pa. The 
Government brand of card is used, 
on it being pasted the printed legend, 
“I favor products not advertised on 
the landscape.” 

Even the General Outdoor Adver- 
tising Company is reported to have 
received some of these admonitions 
to mend its ways, which indicates 
that the Lock Haven girls are quite 
optimistic about their little cam- 


paign. Incidentally, I never heard 


Voice-of the Advertiser 


of Lock Haven before, did you? 

Maybe the L. H. Civic Club is at 
heart more interested in advertising 
Lock Haven than in frowning on 
outdoor advertising. Perhaps some 
enterprising outdoor salesman could 
sell them a few good locations. 
What say? 

NEW YORKER 


* * * 


This Man Is Awfully 


Careless with Money 
To the Editor: I have been read- 
ing ADVERTISING AGE for some time 
and it affords me pleasure to enclose 
a check for $5 for seven years’ sub- 
scription. 
When the subscription expires, 
drop me a line and I will be glad to 
renew. 


W. F. CLAUSING 
Mgr., International Typewriter 
Exchange, Chicago 


* * * 


A New Kind of 


Advertising Course 

To the Editor: The success of 
the New York Times course in retail 
advertising, which was attended by 
over- 150 men and women, has led 
to numerous requests asking if the 
Times would offer a more general 
course on newspaper advertising. 

So encouraging have been replies 
from a letter to advertisers and 
agencies asking whether younger ex- 
ecutives and other ambitious em- 
ployes would be interested, that the 
Times has definitely decided to spon- 
sor this new course. 

The course is not designed merely 
or primarily to present the merits 
of newspapers as advertising me- 
diums. Authorities in special fields 
will discuss the uses of newspaper 
advertising. Lectures will also cover 
space buying, and the mechanics 
of black and white and rotogravure 
advertising. A special feature will 
be a discussion of what advertisers 
in other classifications may learn 
from one industry’s experience. 

The initial speaker will be D. E. 
Robinson, formerly professor of 
marketing, State College of Utah, 
and now instructor of advertising 
in Columbia University and director 
of research for the Federal Adver- 
tising Agency. 


New YorK TIMES 
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ADVERTISING AGE 


NEW CATSUP CONTAINER 


The trade-mark is on the Cellophane wrapper of the new 
container developed by the Gardner Advertising Co., St. Louis, 
for the Stokely Company, Louisville. When the wrapper is 
removed, the housewife has an ordinary piece of glassware on 


the table. 


The illustrations indicate the advertising theme employed 


in behalf of the new jar. 


ADOPT LABEL ON 
SUB-STANDARD 
CANNED FOODS 


New Order Takes Effect on 
May 16 


Washington, D. C., March 5.—“Be- 
low U. S. Standard—Low Quality, 
But Not Illegal.” 

This is the form of statement pre- 
scribed on the labels of canned foods 
of sub-standard quality by an order 
issued by R. W. Dunlap, Acting Sec- 
retary of Agriculture, effective May 
16. 

Adoption of this label follows an 
amendment to the Federal Food and 
Drugs Act which was adopted July 
8, 1930, and ends a debate which 
has raged ever since. The National 
Canners’ Association has held an 
advertising campaign in abeyance 
pending disposition of this point. 

There is a feeling, however, that 
the label, as prescribed, leaves the 
canner very little to advertise. 

The new regulations also provide 
that when contents of cans of food 
fail to occupy 90 per cent of the 
space, the can must be labeled 
“Slack Filled.” 


Reason for Change 


W. G. Campbell, director of regu- 
latory work, recently explained the 
amendment (Mapes Bill) as follows: 

“It recognizes that there are 
classes of canned food products 
which, while not of a quality en- 
titling them to be sold as U. S. 
Standard, are none the less legal 
within the meaning of the Food and 
Drugs Act if sold under an inform- 
ing type of label.” 

The new order specified that the 
prescribed statement shall appear in 
capital letters with a solid border of 
not less than 12 points in width. 
Border and type shall appear on a 
strongly contrasting uniform back- 
ground. Other stipulations are: 

For containers under 1 Ib. net 
weight: First line 12-point Chelten- 
ham Bold, condensed; second line, 
8-point Cheltenham Bold, condensed. 

For containers from 1 to 5 pounds 
net weight: First line, 14-point 
Cheltenham Bold, condensed; second 
line, 10-point Cheltenham Bold, con- 
densed. 

For containers over 5 lbs. net 
weight: First line, 24-point Chel- 
tenham Bold, condensed; second line, 


18-point Cheltenham Bold, con- 
densed. 


Requirements for Fill 


Standard requirement for fill of 
container: Canned foods shall be 
considered as of standard fill if the 
entire contents occupy 90 per cent 
or more of the volume of the closed 
container. 

Form of statement required on 
containers of sub-standard fill: 
Canned foods which fall below this 
standard of fill of container shall 
bear the name of the article imme- 
diately preceded, wherever such 
name appears, by the words “slack 
filled” in letters of at least equal 
size and prominence. 

Secretary Dunlap accompanied 
this order with specifications of 
standards for canned peas, canned 
peaches, and canned pears. He ex- 
empted canners from the use of the 
low quality label in certain cases. 

For instance, “canned peaches 
which fail to meet the standard only 
in that they consist of peeled whole 
peaches need not bear the low qual- 
ity legend if labeled ‘whole peaches,’ 
even though the units may fail to 
meet the requirements for normal 
size.” 


Witmer Joins Case 
James S. Witmer has become as- 
sistant to the president, Oliver 
Farm Equipment Co., Chicago. 
Mr. Witmer was sales manager of 
the J. I. Case Company, Racine, 
Wis., for 14 years. 


In Ohio Select List 

The Circleville (Ohio) Herald has 
been elected to membership in the 
Ohio Select List. 

The Herald is now represented in 
the national field by the John W. 
Cullen Company, with offices in Chi- 
cago, New York and Detroit. 


What do you 
Know about 


Typography? 


Read advertisement of 
LEE & PHILLIPS, INC., 


or 


Western Tells 
Its Distributors 
of 1931 Plans 


Some interesting figures as to the 
probable 1931 volume on certain 
products and the percentage the 
Western Company, Chicago, expects 
to get, were announced at the com- 
pany’s sales convention at head- 
quarters. 

The company asked its distrib- 
utors to give it a quota of $3,984,000 
on tooth brushes, out of estimated 
tooth brush sales of $25,000,000; 


$1,992,000 for Dr. West’s tooth paste,| N. Y 


out of $50,000,000; $516,000 for 
Gainsborough powder puffs, out of 
$24,000,000; $312,000 for Gains- 
borough hair nets, out of $10,000,- 
000; $600,000 on Hank-O-Chiefs out 
of $25,000,000 on all handkerchiefs. 
Kenneth Laird, advertising man- 
ager of the company, helped con- 
vince the distributors that they 
eculd sell these quotas when he ex- 
hibited proofs of the company’s 
1931 advertising, pasted together to 
form a single streamer. The $950,000 
worth of newspaper and magazine 
copy made an unusual display. 
Some of the merchandising inno- 
vations to be brought into play dur- 
ing the year will be a tooth brush 


display stand designed for the cigar 
counters of drug stores; a revolving 
tree holding 73 powder puffs of 
various colors; a new plate glass 
display case for Hank-O-Chiefs, for 
the counter or elsewhere; an offer 
to replace soiled envelopes of hair 
nets in stores which accept a new 
Western deal; and finally, an offer 
to supply $181 worth of merchandise 
to dealers, allowing them to pay $45 
a month for four months. This plan 
will be confined to 3,000 retailers. 


Potter Leaves Mohawk 

Z. L. Potter has resigned as di- 
rector of distribution for the Mo- 
hawk Carpet Mills, Amsterdam, 


He was formerly president of the 
Z. L. Potter Company, Syracuse 
0 al now Barlow, Feeley & Rich- 
mond, 


Gets Flxible Account 
The Flxible Company of Loudon- 
ville, O., builder of Buick buses, 
ambulances, etc , has placed its ad- 
vertising account with the Cleve- 
land office of George Harrison 
Phelps, Inc. 


Gibbs Recovering 
Frank P. Gibbs, president of the 
Britt-Gibbs Advertising Co., St. 
Louis, is reported to be on the road 
to recovery following an operation 
for appendictis. 


Price-Cutting 
War Staged in 
Toronto Papers 


Toronto, Canada, March 5—A duel 
between two local department stores, 
with price as the weapons, attracted 
more than local interest last week. 


The T. Eaton Company, Ltd., the 
largest local department store, used 
Wednesday’s papers to announce a 
Friday sale of 16,000 men’s shirts at 
$1.49 each. Details were given in 
the noon edition of Thursday’s pa- 
pers, but the same papers carried 
advertisements of the Robert Simp- 
son Company, Eaton adversary, of a 
Friday sale of 17,700 quality shirts, 
the price to be announced later. 


Later editions carried the tidings 
that the price of the Simpson offer- 
ings was $1.44, or five cents below 
the original price advertised by 
Eaton. The same editions, however, 
carried an announcement of a cut 
by Eaton to $1.29, 15 cents below 
the Simpson quotation. The latter 
apparently was intimidated by the 
latest slash and both stores stood 
pat on these figures. 


ae ba ¢ a 
PARTS MAN!. 


By Roland E. White 
who is one in Syracuse, N.Y. 
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parts man's desk. this is 
going on the parts man is enjoying one of the boss’ 
aS-cent cigars and reading the paper. His 
stenographer the 


‘The first greeting is from the service , whe % 

males it foiat 0s toy “Good Moraing” to tes parts 3 

“The 0 Oy aun ; her dainty hand: he iced brown 3 

a shy mechanic gently reps at the rear parts HE NOTES Is, wraps the ap micely in <4 
by oy 4 mp we man bona my 5 paper, ties a ribbon arotad ged weik-has carcon eae eke 

“Kher palipng case of Ge ees ote tape : 

pact some of 2 pees 

shop. ’s attention is attracted pretty At 2 P.M. the parts man returns to assume his duties for about minutes the owner gives ” 4 

Sachs eas tes anced toe tee Goer im the stockroom. His informs him she despair. be plage for sang op 29 of he oot 

eauin git tetimann ts har for tot Cee Tap chic has answered all the mail his name to all stock man's ume Another satisfied customer. ty 

ng pitifully im fromt of the service station door. the letters. He reads the copies and finds she has done — It is now 4 P.M. Time to read tht evening sewe- aif 

Tis parts saan Yenery tn os lnctont fost wha past ce perfect job. ; paper. As the parts man sits down to indulge in this ~*~, 

needs and gets it quickly from a bin. He notes her Before finishing he is disturbed by the arrival of poeee pestis, ie ies Sp BS re 4 
dainty hands, wraps the part up nicely in brows paper, ~ the expressman with a load of parts. Rp pen sow er answers t It is a dutance ca. A out 4 

cise 2 ohae aoeont hued tl tar te ene ae rari wy =~ gh he and in the territory has s car tied up and needs a vitel P 

After the young man’s heart has resumed its normal as ya parcels part. The parts man tells him to call 210 AM, bi 
beat, the telephone rings and the boss invites him up noises are heard from a far corner of the serv- the next day as it is time now to = and go ea 

to the office for a conference. The boss pre- ice A cat owner has started an argument home. . ‘. 

sents him with a box of cigars. The parts man is con- with the service manager. They bead toward % 

sulted on important matters pertaining to the business the stockroom. All i silent as they enter. 2 

in general and his ideas of how to improve things are The service manager makes apologies to the - oy 

accepted. The boss is well pleased to think thet his owner for having installed the wrong ae 

fie nae knows 8 or two. He pats him on the in bis ca eee te oan : 

and tells him that he only regrets not having coo- it was no fault of his parts : 

suhed him sooner. acknow! this courtesy and arrangements 3 

The parts man returns to the stockroom highly ae ce aaeian ot Oe Seve A 

elated. Just as he rounds the corner, his stenographer — <<. Figs ye $4 

mects him and tells him on the Q.T. that a {actory parts FF hytarey Sy be a se 

representative is waiting for him at his desk. er hes atoch Sathache oe ee 

The man has no criticisms to offer. The parts ee ee ee me ir! ag 

man gets 100 per cent for efficiency on the report sent puchiiia. ste taletn'to oe peat ; 

THE BOSS promises him more help, fe to Me fectery, This has been a very busy day for the eS 

‘The neon whistle blows and the boss in his a bP Me. 

more room, more stock, more money cubbntiahes Wbeaion oat ates tet eems tan te parts man, but still they come. A man enters j 
and « month's vacation with pay junch. At the table the parts man ns ook and says his car is tied up at home. He tries +3 
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WINGS BY his points again. He is promised more help, moc acre tote te. Tigelad ean cow But it was ONLY A DREAM—too +3 
ese dys oom, more stock ahd. best of all, more money and « man parts catalog and tells tum to peck out much lunch and afterward too soft a seat ° 

herb roth month's vacation with pay the needed part. After scrutinizing the pages in a quiet corner of the shop 

MOTOR ter maach iver i, 
: 

i 


...a man’s stenographer becomes a secretary, and 
he has a thermos jug on his desk, and gets paid 
by the month instead of the week, and calls any 


visit from a friend a conference ... then he is apt 


to take life too seriously. 


Fortunately, most men in business still have a 


sense of humor. 


These pages from the March issue of Motor, with 


illustrations by Herb Roth, are not typical of 


a trade paper. They DO have a place in a 
BUSINESS MAGAZINE. 


H Bus: Mi 

earst usimess agazines 

MOTOR — AMERICAN DRUGGIST — AMERICAN ARCHITECT — AROMATICS 
57th Street at Eighth Avenue, New York, N. Y. 
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Will Market 
Frozen Foods 
on Big Scale 


Boston, Mass., March 5—With its 
Springfield experiment hailed as a 
triumph, the Birdseye Packing Com- 
pany, subsidiary of the General 
Foods Corporation, is preparing to 
invade New England with quick- 
frozen packaged foods on a commer- 
cial scale. 

Meats and fish to be sold will be 
packed by Batchelder, Snyder, Dorr 
& Doe, of this city, while the Ray 
Maling Company, Hillsboro, Oreg., 
will pack fruits and vegetables for 
the Birdseye company. 

Retailers have evinced much in- 
terest in the Birdseye campaign and 
thousands of inquiries have been 
received by the company. Outlets 
will be selected from those who have 
indicated active interest and belief. 
Grocery stores will distribute the 
quick-frozen foods in the majority of 
cases. 

Low temperature cases will be 
placed in the stores selected as out- 
lets and a financing arrangement is 
being developed whereby the pro- 
prietors may eventually pay for 
their refrigerating equipment out of 
profits. 

Gardner Poole, of the Birdseye 
organization, said that the Spring- 
field test provided data on just how 
much each type of case will cost the 
dealer and what he can expect of it. 

It also indicated that stores han- 
dling quick frozen foods find their 
entire volume stimulated by the in- 
novation. 


Barr Expands Service 

Charles B. Barr, Connecticut rep- 
resentative for a number of busi- 
ness papers, has formed the Con- 
necticut Trade News Service, with 
headquarters at 932 Harvey Place, 
Stratford, Conn. 


Join at St. Louis 
Cc. F. Stuhlman, John Ring, Jr., 
Advertising Company and John A. 
Robinson, Universal Advertising Art 
Service, have joined the Advertising 
Club of St. Louis. 


ADVERTISING AGE 


March 7, 1931 


| 


—— 


EVANSTON’S BUTCHERLESS BUTCHER SHOP 


The General Markets ¢ Company, Chicago, has hanished chopping blocks and sawdust 
floors from its new store in Evanston, IIl., a suburb. The fresh meats sold are cut, trimmed, 
weighed and packed at the plant of the Hygrade Food Products Corporation, and offered to 


the public in sealed packages. 


McAdam Uses Radio 

McAdam Advertising, Inc., Wheel- 
ing, W. Va., is using the radio for 
two clients. A new program is be- 
ing used every Wednesday over 
KDKA for the Leadclad Wire Co., 
Moundsville, W. Va. 

The agency is using WHAS and 
WLW for the Sterling Oil Refining 
Company, featuring “Sterling Jack.” 


Form Washington Agency 
Harry L. Merrick and Edwin W. 
Ronsaville have formed the Wash- 
ington, D. C., advertising agency of 
Merrick & Ronsaville. 

Mr. Merrick was formerly with 
the Washington Post, while Mr. 
Ronsaville was in charge of the mail 
campaigns of the National Surety 
Co., New York. 


New York 
729 Seventh Ave. 


Estimate More Than 
100% Inerease in 
Motion Picture Theatre 
Construction During 
1931 


Eighty-five Million Dollars Forecast for Building Plus 
Many Millions More for Remodeling. 


Practically every cent of this gigantic sum will be spent 
by readers of Better Theatres—the one publication which 
gives complete coverage of the rich field of theatre con- 
struction, equipment and maintenance. 


Better Theatres is published every fourth week as Sec- 
tion II of Motion Picture Herald—a consolidation of the 
two former leading weeklies, Motion Picture News and 
Exhibitors Herald-World. Motion Picture Herald and 
Better Theatres hasa circulation of more than 18,000 ABC. 


When the two weeklies were consolidated, Better 
Theatres was combined with The Showman—the monthly 
equipment and construction section of Motion Picture 
News. Now Better Theatres has complete coverage of 
this definite and certified field. 


It will be a pleasure to furnish you with any more infor- 
mation you may desire regarding this valuable market 
t and how to cover it completely at reasonable cost. 


Quigley Publishing Company 


Publisher of 
Better Theatres 
Motion Picture Herald 
Motion Picture Daily 


Chicago 
407 So. Dearborn St. 


Los Angeles 
Hotel Roosevelt 


A. R, WEED HEADS 
FIFTH DISTRICT 


_ Huntington, W. Va., March 5— 
To the tune of a new theme song, 
“Gearing Advertising to Present 
Needs,” the Fifth District, Adver- 
tising Federation of America, met 
here, making an impression on dele- 
gates that will go far in helping or- 
ganized advertising do a better job 
in 1931. With delegates from Michi- 
gan, Ohio and the one club in West 
Virginia, the meeting was formally 
opened at noon February 26 by dis- 
trict governor Ernest L. Becker, of 
Cincinnati, Ohio. 

Facts and figures, fresh from the 
statistical department of the J. 
Walter Thompson Company, New 
York, brought to the convention by 
Dr. Paul T. Cherington, gave the 
background for the ccnvention. 

Following Dr. Cherington’s ad- 
dress, Dr. H. H. Maynard, of the 
College of Commerce and Adminis- 
tration of Ohio State University, 
Columbus, discussed the “Trends of 
the Times in Merchandising.” Back- 
ing his remarks with actual illustra- 
tions, Dr. Maynard pointed out the 
need of increasing the advertising 
appropriation in time of depression 
rather than reducing effort. 

“The Job of Industrial Advertis- 
ing” was presented by W. Hunter 
Snead, of the Edwin L Wiegand 
Company, Pittsburgh, Pa. He point- 
ed to the necessity for a more in- 
telligent application of advertising 
to relieve the present depression. 


Discuss Furniture Copy 


“Paging the Ultimate Consumer” 
was the subject of Helen Arms, 
stylist of Showers Brothers Com- 
pany, Bloomington, Ind. Methods 
of selling the dominant voice in fur- 
niture buying were discussed by 
Miss Arms. 

The Friday morning session 
opened with a discussion of the new 
era in merchandising by Jean F. 
Carroll, of the Bureau of Market 
Analysis, Meredith Publications, Des 
Moines, Iowa. Mr. Carroll asked 
for a return to sound merchandis- 
ing methods. 

W. A. Biddle, veteran Cincinnati 
advertising man and president of 
the Direct Mail Advertising Asso- 
ciation, brought out the efforts being 
made to gear direct mail to the job 
of bringing back business. With 
homely and pointed illustrations 
Mr. Biddle put across his message 
in the same manner he used in 
building the business of American 
Laundry Machinery Company to in- 
ternational proportions 

William A. A. Castellini, asso- 


ciated director of the Fresh Fruit 
and Vegetable Institute, Cincinnati, 
Ohio, presented the responsibility of 
the food advertiser in adapting his 
message to present economic condi- 
tions. 

“The Missing Link in Advertis- 
ing,” placing emphasis on emotions 
rather than logic, was the subject 
of an address by Dr. Harry Grani- 
son Hill, of Cincinnati, consulting 
psychologist and pastor of the Tem- 
ple of the Air, a feature of WLW. 

The last session was devoted to 
discussion of merchandising meth- 
ods employed by chains and organ- 
ized independent stores. George J. 
Schulte, editor of Interstate Grocer, 
St. Louis, Mo., presented the inde- 
pendent side while Godfrey M. Leb- 
har, editor of Chain Store Age, New 
York, spoke for the chains. An in- 
teresting discussion of methods em- 
ployed by both groups followed. 

Arthur R. Weed, of Ohio Farm 
Papers, Inc., and president of the 
Columbus Advertising Club, was 
elected Fifth District governor. R. L. 
Sisson, of the Campbell-Sanford 
Advertising Company, Toledo, and 
secretary of the Toledo Advertising 
Club, is the new lieutenant-governor, 
with A. H. Apking, sales promotion 
manager of E. & J. Swigart Com- 
pany, Cincinnati, secretary- 
treasurer. 


Salt Lake Club in 


Achievement Week 


The Salt Lake Advertising Club, 
Salt Lake City, Utah, has appointed 
F. B. McLatchy, sales manager of 
Station KSL, as chairman of the 
committee in charge of Advertising 
Achievement Week, May 4-9. 

This year’s exhibition will be held 
in the auditorium of the Salt Lake 
Tribune. 


Pineapple Campaign 
to Begin March 17 


A ten-week advertising campaign 
will be launched by the Hawaiian 
Pineapple Company March 17, large 
space in newspapers being scheduled. 

The copy is being released by the 
San Francisco office of Fuller & 
Smith & Ross. 


Directs Radio Sales 


LeRoy L. Rosenfeld has been ap- 
pointed sales manager for the Audi- 
ola Radio Co., Chicago, succeeding 
Charles H. Strawn, resigned. 

His brother, Morris W. Rosen- 
feld, has become sales promotion 
manager. 


Teacher Joins Club 


_ H. A. Frey, professor of market- 
ing in Toledo University, has been 
elected to membership in the Toledo 
Advertising Club. 

Another new member is R. H. 
Cromwell, Toledo News-Bee. 


Restaurant Men 


Mollified by 
DelMonte Copy 


Tke restaurant industry is re- 
ported to have recovered its com- 
posure following receipt of the 
March issues of the publications in 
that field, in which the California 
Packing Corporation explained that 
an advertisement in a recent issue 
of The Saturday Evening Post was 
meant to help, rather than hurt, the 
industry. 

The copy said in part: 

“Our attention has been called, by 
certain members of the restaurant 
trade, to the Del Monte Spinach 
advertisement in The Saturday Eve- 
ning Post of January 24. 


“In this advertisement we said— 


“Does your husband lead a 
double life? 


“*Most husbands do! 
“*Good foed and good cooking at 
home. 


“*But an entirely different sort of 
thing downtown! Rush — hurry— 
noise—crowded lunchrooms. Meals 
eaten too quickly—and too little 
thought in selecting what is eaten. 


. “"No wonder health authorities 
suggest special care in the meals 
you serve at home—meals that are 
properly balanced, with at least one 
leafy green such as spinach every 
day.’ 

“It is with regret that we find this 
copy interpreted as unfriendly to the 
restaurant trade—or in any way a 
reflection on the high standards set 
by the better restaurants and hotels 
of the country. 


Explains Attitude 


“Certainly, nothing could have 
been further from our wish or pur- 
pose. Del Monte is one of the lead- 
ing brands sold to the restaurant 
trade. It has built its business on 
quality. It enjoys the friendship of 
thousands of members of the 
restaurant industry. To deliberately 
criticize such friendly outlets or to 
discredit them in any way would 
have been the greatest business 
folly. 


“Our purpose, plainly, was to ap- 
proach the problem which every 
restaurant owner knows to exist 
under modern conditions—to point 
out the rush and hurry of business 
life—to focus attention on the 
public’s lack of proper selection in 
the choice of noon-day-foods. 


“We cannot believe the advertise- 
ment, as a whole, gave the public 
any unfavorable impression of the 
restaurant industry. The standards 
of the better restaurants and hotels 
are too well known for such an idea 
to be easily accepted. There is no 
question but that American restau- 
rants today provide better food and 
offer a greater variety for selection 
than ever before. 


“We feel, if anything, that the 
great majority of readers must have 
caught a decidedly constructive 
suggestion—the need for more time 
and care in selecting and eating 
every meal. To our mind, such a 
suggestion is of value to every mem- 
ber of the restaurant trade.” 


Wherever better typog- 
raphy is used advertis- 
ing costs go down. See 
advertisement of LEE & 
- PHILLIPS, INC., on page 
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ADVERTISING AGE 


EXPORT WORK 
OF THREE IN ONE 
IS ANALYZED 


Miss Liggett Addresses New 
York Get-Together 


New York, March 4—A rousing 
address by Gladys Liggett, export 
manager of the Three in One Oil 
Company, of this city, featured the 
annual get-together of Export Ex- 
ecutives staged March 3 under the 
auspices of the Export Managers 
Club of New York. Her subject 
was “Building Consumer Prefer- 
ence.” 

Miss Liggett said that while con- 
ventional sales promotion methods 
work in export markets, nothing 
takes the place of personal contacts 
and the company which is neglecting 
personal cultivation of distributors 
and dealers is overlooking one of 
the most helpful means of making 
sales. 

“I don’t hold with the statement 
that price is the most important fac- 
tor in making export sales,” said 
Miss Liggett. “If this were true, 
many American products which en- 
joy international prestige would 
never have reached that position. A 
price that is reasonable for the 
product is all that is necessary. 
There is no need to meet the prices 
of inferior products.” 


Research Necessary 


Miss Liggett said that prelimi- 
nary market research is even more 
vital in export than in domestic 
markets. 

“You must know not only the geo- 
graphical aspects of a market as it 
may affect your product,” she said, 
“but its people and their mode of 
living; the amount of money pos- 
sessed by the high, the middle and 
the low class, and which represents 
your natural market; their willing- 
ness or reluctance to open their 
purse strings for your product; their 
likes, dislikes, and idiosyncrasies. 
All of these can and should be de- 
termined before any money is spent 
for advertising.” 

Miss Liggett said automobile and 
machinery manufacturers usually 
base their export advertising ex- 
penditures on a certain amount per 
car or unit of sale. The most popu- 
lar method, however, is to use a per- 
centage of sales or estimated sales, 
while a third is to appropriate 
enough money to reach a fixed ob- 
jective. 

She continued: 

“The manufacturer of a_ well 
known proprietary product spends 
anywhere from 6 to 25 per cent in 
old markets where the product is 
well entrenched. He explains the 
spread as follows: The 6 per cent 
represents a light campaign and the 
25 per cent represents an intensive 
schedule. These campaigns are re- 
versed at various times. 

“Still another celebrated manu- 
facturer of products in the cosmetic 
line works on the basis of 37 per 
cent for advertising, and he gauges 
new markets through investiga- 
tions. After determining his sales 
objective in new markets he simply 
sets a sum that he thinks will do 
the job.” 

Miss Liggett said that merchan- 
dising the advertising is as impor- 
tant in other countries as in domes- 
tic selling. 


Favors Free Deals 


“In addition to advertising,” said 
she, “many manufacturers have 
found it of advantage to use house 
to house distribution provided their 
product or their circular material 
is valuable enough to secure the at- 
tention of the home dwellers. Free 
deals help to secure wide and 
quick distribution, in addition to 
dealer co-operation We have used 
free deals successfully, particularly 
in new markets, and the coverage 


TELLS WHERE 
AGENCY SHOULD STOP 


Albert D. Lasker 


secured by a free deal backed by ad- 
vertising has amazed us. 
“Not the least important of all 
the phases of building consumer 
preference is that of intelligent cor- 
respondence. If a product is dis- 
tributed in small numbers in a mar- 
ket it is of paramount importance 
that correspondence be intelligently 
directed to the consumer so that he 
may use the product in the proper 
manner to obtain the best results. 
“It is not possible to use consumer 
letters in the case of products dis- 
tributed in enormous quantities in 
single units, but intelligent corre- 
spondence in support of such prod- 
ucts must be directed to the dis- 
tributor and the dealer.” 


Ames Leases Quarters 
for His Newspapers 


K. L. Ames, Jr., president of the 
Chicago Post Publishing Company 
and publisher of the Chicago Jour- 
nal of Commerce, has leased a 
structure at 415 N. LaSalle street 
as the new business home of those 
papers and the Economist, another 
of his properties. 

The Chicago Evening Post will 
leave its present quarters on 
Wacker Drive and the Journal of 
Commerce its plant on Grand Ave- 
nue as soon as the building is re- 
modeled. The Economist has been 
published from a LaSalle street 
address. 

John H. Conway, Chicago, has 
been appointed Western representa- 
tive of the Post and Journal of Com- 
merce, with Frank B. Griswold, New 
York, as Eastern representative. 


Leaves Agency Field 


Donald Ephlin has withdrawn 
from the Fred M. Randall Adver- 
tising Agency, Detroit, to become 
advertising manager of the Shake- 
speare Company, fishing tackle 
manufacturer of Kalamazoo, Mich. 

During his service with the De- 
troit agency, Mr. Ephlin serviced 
several outboard motor accounts. 


Open Style Office 


Orton B. Motter and Associates, 
Chicago, style advertising, have 
opened new offices at 612 N. Michi- 
gan Avenue. 

An addition to the organization is 
George V. Semple, vice-president 
and art director. Mr. Semple has 
operated his own studio heretofore. 


Shaffer Sells Daily 


The Terre Haute (Ind.) Tribune 
has purchased the Terre Haute 
Morning Star and the Evening Post. 
The Star was part of the string 
operated by John C. Shaffer. 

The Post will be discontinued by 
the new owners. 


Smith With “System” 


S. D. R. Smith has become West- 
ern manager of System, with head- 
quarters in Chicago. 

He was formerly Detroit manager 
of Business Week, and before that 
Western manager of Business. 


Agency for Belting 
J. E. Rhoads & Sons, Philadelphia, 
have appointed Roland G. E. UIll- 
man to direct their advertising. 
Business papers and direct mail will 
be used. 


LASKER DEFINES 
ROLE OF AGENCY 


It is a mistake for an advertising 
agency to attempt to run a client’s 
business for him, in the opinion of 
Albert D. Lasker, chairman of the 
board of Lord & Thomas and Lo- 
gan. The current issue of Forbes 
Magazine reported Mr. Lasker’s 
views on this subject. 

“We are not conceited enough to 
imagine,” said Mr. Lasker, “that we 
could successfully run scores of oth- 
ers’ businesses and our own as well. 
We have very clear-cut ideas as to 
the role an advertising agent should 
play—and about roles he should not 
attempt to play. 

“Our functions we define, first, as 
the point of contact between the ad- 
vertiser and the consuming public 
through the printed word; second, as 
creators of ideas and plans relating 
to sales copy and merchandising; 
third, as intelligent and painstaking 
gatherers, through common-sense 
investigations, of the information 
and data essential to functioning 
effectively. 


Field of Agency 


“An advertising agent can counsel 
on executive affairs, but he is not 
an executive in practice. He can 
give manufacturing ideas but he 
is not a manufacturer. He can dis- 
cuss with a sales manager the vital- 
izing of a sales department, but he 
is not competent to go out in the 
field to sell the client’s goods. His 
business is the printed form of sales- 
manship. 

“An advertising agent can never 
be other than a collateral branch of 
business. He cannot make a fatally 
sick business well. But just as we 
feel that no agent could make suc- 
cessful an advertiser who would not 
succeed without him, no manufac- 
turer can be his own sounding board 
on public opinion. He must have a 
trained outside viewpoint to inter- 
pret him to the public. He is too 
close to his business to gain the full- 
est results without it. 

“That seems simple common-sense, 
and upon common-sense uncommon 
results in advertising rest. The 
miracle of advertising is proved only 
by the magic it works when com- 
mon-sense principles are applied.” 

B. C. Forbes, editor of Forbes 
Magazine, added this comment: 

“Mr. Lasker himself is one of the 
very ablest business men in Amer- 
ica. He actually writes a great deal 
of advertising copy personally. In 
business circles Mr. Lasker himself 
is privately credited with more than 
50 per cent of the success attained 
by certain nationally-known enter- 
prises. His judgment is indicated 
by the fact that he has amassed such 
wealth that he can give away a mil- 
lion dollars at a clip for some 
worthy purpose.” 


Advertise Shirts 


J. H. Bonck & Co., manufacturers 
of the Tulane shirt, have appointed 
the Arthur Advertising Agency, 
New Orleans, to direct their adver- 
tising. 

Newspapers and trade papers will 
be used, in addition to special plans 
for dealer co-operation. 


Want to earn 


$ 


? 


Read advertisement of 
LEE & PHILLIPS - INC., 


ON PAGE EIGHT 


Rankin Defends 
Radio in Talk 
Before Students 


New York, Feb. 26 — Asserting 
that radio advertising can make 
good without assistance, and depre- 
cating the criticism of advertising 
by owners of radio sets, William H. 
Rankin, president of the New York 
agency of that name, addressed 
marketing students of New York 
University on “How Advertising 
Agencies Look on Mediums.” 

Mr. Rankin spoke at the request 
of Hugh E. Agnew, chairman of the 
university’s department of mar- 
keting. : 

Mr. Rankin took the attitude tha 
advertising via the ether is campa- 
rable to the paid space in publica- 
tions and is no more objectionable. 
Since it is the advertising which, in 
either case, makes the entertainment 
possible, he argued, the public has 


no valid reason for complaint. 

Mr. Rankin told the students that 
the blank page in leading news- 
papers of wide circulation costs the 
advertiser less than a cent per home 
reached and that the value of a page 
to the client depends entirely on the 
advertising message that can be put 
on that page. He emphasized the 
value of well thought-out copy, the 
work of the artist and the lay-out 
man, and the importance of the co- 
operation and help of publishers and 
their representatives. 


Buying Group Expands 

Seven more stores have joined the 
Clothiers’ Corporation,’ buying or- 
ganization of Middle West men’s 
wear stores, with headquarters in 
Chicago. 

The organization now boasts 72 
members. 


Agency for Ferbo 
The Ferbo Company, Bayonne, 
N. J., maker of food flavorings, has 
retained Reimers & Whitehill, New 
York, as advertising counsel. 


Controlling 
Factors 
Regular Chain Hdgrs 
Voluntary 
Chain Hdgrs. 
Complete Food 
Stores 
(large centrally 
located) 
Dept. Store Food 
Sections 
Wholesale 
Distributors 
(upper strata) 
Wagon Distribution 
ALL REACHED 


The New Era in 


FOOD DISTRIBUTION 


37 West Van Buren St., Chicago 


Channels of Food Distribution 


Do They Speed or Retard the Flow 
of Your Products to the 


Consumer? 


The extent to which you are able to obtain 
the enthusiastic co-operation of food distri- 
bution factors is measured by the knowledge 
they have of your plans and policies and the 
co-operation you extend to the trade. 

Why not explain your distribution pro- 
gram to those who are most interested in it? 

Write for folder on food distribution 
by problems. 


295 Madison Ave., New York 


JOHN H. 


March 2, 1931 


CHICAGO JOURNAL OF COMMERCE 


The Daily Business Newspaper of the Central West 


and 


THE CHICAGO EVENING POST 


Chicago’s Preferred Home Newspaper 
announce the appointment of 
National Advertising Representatives 


for both newspapers 


e 


Western Representative 


CONWAY 


Director of Advertising, Chicago Journal of Commerce 


Eastern Representative 


FRANK B. GRISWOLD 
44 Broad Street, New York (Hanover 2-6442) 
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UESTION—Uninitiated Prospect: ‘‘Does good 
typography pay?” ” 
ANSWER—Lee & Phillips, Inc.: “Beyond question 
of a doubt.” ; 
U.P.—‘“‘When?” 
L&P—‘“‘Always.” 
U.P.—“‘Show me.” 
L&P—‘“‘Well, er, every big, successful advertiser in 
America uses it.” 
U.P.—“‘What does that mean to me?” 
L&P—‘“That you, too, should use it.” 
U.P.—“‘Yes, oh yes, of course, but then suppose I am 
satisfied with my present advertising?” 
L&P—‘“Improve it with good typography and you 
will get greater returns.” 
U.P.—“‘Says who?”’ 
L&P—“Every successful advertiser in America.” 
U.P.—“‘Am I not a successful advertiser?” 
L&P—‘“‘Of course, you are. But, with your article and 
the amount you are spending every year for advertising, 
a few extra dollars put into professional typography 
would give you the maximum return for your invest- 
ment, while without it you are, perhaps, getting only 
80 or 90 per cent of the attention, favorable attention, 
and sales you are entitled to.” 
U.P.—“I’ve heard that argument before, but I am 
still unconvinced.” 
L&P—“If you ever tried it for awhile you would be 
convinced.” 
U.P.—“I am beyond the experimental stage in 
advertising.” 


2 


OW that’s our problem and you fellows 
N simply have to help us get this informa- 
tion. From where you sit, either in advertising 
agencies or in business offices, you, and you 
alone, are competent to answer the question. 

We know that good typographers every- 
where have gotten wonderful results for you 
fellows. You have told us so—many, many 
times. You have kept us all busy these many 
years. For what? Certainly not altogether for 
love or pity? No, simply because we have been 
doing a real job—we have been doing our part 
in moving goods and making sales. 

Now, here is how you can help us and the 
advertising profession as a whole: Write us a 
letter, or several letters if you care to, giving 
concrete instances where you know good ty- 
pography has helped to put over the advertise- 
ment, the campaign, the circular, the mailing 
piece, the letterhead, or anything in which 
typography has had a part—in short, any 
specific instances where pure, good typography 
has helped to bring in the bacon. 

Your letter, or letters, if of merit and truth- 
fully written, will be published in a series of 
advertisements we are planning for Advertis- 
ing Age. Write them in your own way—either 
as ashort story or just as a letter, however you 
see fit and whichever way is the easiest for 
you. Give the facts—make them as interesting 
as possible without stretching the truth. They 


Perhaps you, too, 


can earn is 
ee 


L&P—‘“‘But, you want to sell more goods and make 
more money, don’t you?” 

U.P.—“Of course, but I don’t want to gamble away 
any money that I now have.”’ 

L&P—‘‘Do you believe the biggest firms deliberately 
waste money in typography?” 

U.P.—“I don’t know what they do. I only know that 
I am satisfied with the results of my own advertising. 
Now, if I am satisfied, why should I venture into some- 
thing that might not bring me the present results?” 

L&P—‘“Isn’t it a fact that every advertisement is 
somewhat of a gamble?” 

U.P.—“‘No. That is, not exactly. Maybe some adver- 
tisements pull better than others, but on the whole I 
am satisfied with what I am getting.” 

L&P—‘‘Is there anything that would convince you 
that good advertising composition pays more dividends 
than any one thing you can put into an advertisement?”’ 

U.P.—‘“‘You show me some concrete examples where 
typography has sold more goods than ordinary typeset- 
ting, then, I might give the matter more serious con- 
sideration.” 

L&P—‘‘Well, you see good advertising composition is 
such an intangible thing that it is almost impossible to 
lay your finger upon specific instances.” 

U.P.—“‘The same old stall. That’s the one that stumps 
every typographer or advertising man I haveevercomein 
contact with. Show me and I shall be convinced, perhaps.” 

L&P—‘‘We will show you. We’ll see you later. 
Good-bye.” 

U.P.—‘‘Good-bye.” 


may vary in length from two hundred to one 
thousand words. On the day your letter is pub- 
lished, in Advertising Age, or any other publi- 
cation we may care to use, our check for five 
dollars will be mailed to you. Here’s a chance 
to do a big thing for your profession and at the 
same time get paid for the effort. Write it today! 


RULES 


1—Write plainly. 2—Give names, dates 
and places wherever possible. They will 
not be used without written permission 
which should accompany your story. 
3—We reserve the right to edit copy. 
4—Nocopy will be returned and all copy 
becomes the property of Lee & Phillips, 
Inc., whether or not it is used in our 
advertising. 5—Address all copy to 
THE ADMAKER, LEE & PHILLIPS, 
INC., 228 East 45th St., New York City. 


LEE & PHILLIPS -INC 


; Typographers Who Prove It With Proofs 
228 East Forty-Fifth Street ¢« ¢ New York City 


Display type in this advertisement is “GIRDER” Heavy, a new importation from Germany. Available from 8 to 84 pt. in Heavy and 8 to 54 pt. in Light 


sign up. 


TAKING AIR TRAVELERS’ MINDS OFF 
THEIR TROUBLES 


Air Ads, Inc., has been formed in New York to sell advertis- 
ing space in airplanes. The Literary Digest was the first to 


Mail Order 


Important changes have been 
made in the new catalog of Mont- 
gomery Ward & Co., Chicago mail 
order house, which also operates 550 
retail stores. The volume contains 
more rotogravure and color pages 
than ever before. 

In accordance with suggestions 
made by customers participating in 
the company’s $25,000 contest last 
year, the index has been brought 
from the center to the front of the 
book. Another suggestion has re- 
sulted in the use of four colors on 
newsprint in the furniture and 
drapery sections. 

The greatest increase in _ roto- 
gravure is in the women’s merchan- 
dise section. The millinery pages are 
rotogravure throughout. 

Another innovation in this depart- 
ment is group pricing. One spread 
offers 16 dresses at $5.95. 

The catalog’s first advertising 
characters, Babs and Beth, appear 
to sponsor styles for younger girls. 


Friend of Chorus Girl 


Human interest is also introduced 
in the hosiery advertising with the 
news that the chorus girls of the 
Broadway success, “Flying High,” 
have recommended Golden Crest 
hosiery en masse. 

The importance of brand names is 
recognized with an entire page show- 


Catalog 


Changes with Times 


ing the company’s trade-marks and 
giving their history and signficance. 

The catalog lists 26 weekly spe- 
cials, one for each week of the life 
of the book. These are assembled in 
a prominent location beginning with 
the inside front cover. 


Some of the new items are a motor 
boat at $765, live bees in two-pound 
packages, day old chicks, a farm 
wagon with Timken bearings and 
pneumatic tires, and flood-lighting 
systems for the barnyard. 


Washer Gets Cover 


Of the some 40,000 articles cata- 
loged, a washing machine at $69.85 
received the preferred position on 
the outside back cover. 

Production of the catalog was held 
up a few days because of the price 
situation. The average reduction is 
10 per cent. 


Credit terms have been revised so 
that purchases of as little as $20 
may be made on instalments over a 
period of six months. Ten per cent 
is added for this accommodation. 


Also new is the Harvest Time 
Payment Plan, which permits pur- 
chasers of farm equipment and sup- 
plies to receive the goods on pay- 
ment of 20 per cent with the order 
and 20 per cent every 30 days 
beginning September 15. 


Max Berns Talks 
on Space Buying 

Max A. Berns, advertising man- 
ager of the Universal Atlas Cement 
Company, Chicago, spoke March 2 
to the Dotted Line Club, Chicago, 
composed of business-paper sales- 
men, on the methods he uses in pur- 
chasing space. 

He emphasized the fact that the 
successful salesman must approach 
the advertiser with some knowledge 
of the latter’s problems, and show 
the relation of his publication to the 
market before getting consideration. 

B. C. Bowen, of Boot & Shoe Re- 
corder, spoke from the salesman’s 
point of view, and discussed the 
idiosyncrasies of various types of 
advertising managers. He said that 
a growing number deserve the title 
of “advertising director.” 


Insurance Company 


Expands Its Promotion 
The Liberty Mutual Insurance 
Co., Boston, has expanded 1931 ad- 
vertising plans as the result of a 
big year in 1930. 

Newspapers will be the backbone 
of the campaign, supported by a 
direct mail drive. Street & Finney, 
New York, handle the account. 


Seek Export Use 


of Fibreboard Cases 
The Export Fibreboard Case As- 
sociation has been formed in San 
Francisco to promote the use of 
fibreboard shipping cases in export 
trade. H. L. Stilwel is managing 
director. 
The organization will extend the 
use of its trade-mark to those com- 
plying with specifications. It will 
maintain offices and representatives 
at ports throughout the world and 
will provide for systematic policing 
of shipments of goods in fibreboard 
shipping cases. 


Felsenheld Transfers 


After 30 years with the Henry 
Sonneborn Company, Styleplus 
clothing, Baltimore, M. S. Felsen- 
held has become vice-president in 
charge of sales for Schloss Bros. & 
Co., Baltimore clothing manufac- 
turers. 


Joins Erwin, Wasey 


After 11 years as general sales 
manager of the R. M. Hollingshead 
Company, Camden, N. J., George F. 
Smith has joined the New York staff 
of Erwin, Wasey & Co. 


t 
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ADV BReTsi ss AGE 


JURY WHICH MADE FOREIGN SELECTIONS 


Front row, left to right—Messrs. Platt, Agha, Sinel, Morgan, Bement and Clarke. Standing 
—Messrs. Bowles, Martin, Bach, Kimball, Griffith and Campbell. One or two of the jurors failed 


to get in the picture. 


FIRST PRIZE IN 
PHOTOGRAPHY 
WONBY GERMAN 


Open Foreign Advertising Ex- 
hibit in New York 


New York, March 5—While a 
German entry won first award in 
the exhibition of foreign advertis- 
ing photography which opened at the 
Art Center March 2, French illus- 
trations took seven of the nine 
prizes. 

Eight nations were represented in 
the exhibit, which was collected by 
Abbott Kimball, of Lyddon, Han- 
ford & Kimball, advertising agency. 
It runs until March 14. 

Mr. Kimball assembled the photo- 
graphs in an effort to represent the 
various techniques current in Europe 
today. He listed them as follows: 

(1) The “photogram” or “camera- 
less” photography—the exposure of 
objects to sensitized paper without 
the use of the lens, an art of which 
the masters are Man Ray in France 
and Moholy-Nagy in Germany. 

(2) The use of typography with 
photography, either super-imposed 
on the plate or lettered on the fin- 
ished print, a technique with obvious 
advantages for posters and other 
displays. 

(3) The double and sometimes 
multiple exposure, useful for show- 
ing several objects in one space. 

(4) The negative print, with the 
usual values reversed, and also posi- 
tive and negative prints used to- 
gether in a series. 

(5) Unusual perspective which is 
used abroad, as in this country, par- 
ticularly for industrial and archi- 
tectural subjects. 

(6) The “photomontage” or cut- 
ting of photographs apart and 
mounting of the various units in an 
artificial and decorative arrange- 
ment. 


Berlin Entry Wins 


First award was made to Herbert 
Bayer, of Berlin, for his cover de- 
sign for an announcement of “Bau- 
haus,” famous German State School 


e@ @ 
NOX 


Why are good copy and 
good typography twins? 
Read advertisement of 
Lee & Phillips, Inc., on 


Winner of First Prize 


of Modern Art Instruction. 

Paul Iribe, of Paris, received the 
second prize for a photographic de- 
sign for a catalogue cover of 
Draeger Freres, French printing es- 
tablishment. Third award went to 
Hoyningen-Huene, Paris, for a com- 
position illustrating an article on 
natural beauty published in Vogue. 


Honorable mentions were given to 
Baron De Meyer, Man Ray, Alban 
(two) and Florence Henri, all of 
Paris; and Moholy-Nagy, Berlin. 


Frank Crowninshield, editor of 
Vanity Fair, guest of honor at the 
opening of the exhibit, gave an in- 
formal talk on the European point 
of view as represented in the col- 
lection. 


In announcing the awards, Guy 
Gaylor Clark, president of the Art 
Directors’ Club of New York, and 
chairman of the jury explained that 
the awards represented three differ- 
ent viewpoints: that of the advertis- 
ing man, the photographer and the 
artist-designer. 


Their selections indicated an 
agreement on the ground of effec- 
tiveness in registering an advertis- 
ing idea, technical proficiency in the 
use of the photographic medium, and 
excellence of pattern and arrange- 
ment. 


Other members of the jury: Dr. 
M. F. Agha, art director, Condé 
Nast Publications; Richard Bach, 
Metropolitan Museum; Alon Bement, 
director, Art Center; J. M. Bowles, 
Wm. Edwin Rudge, Inc.; René 
Clarke, Calkins & Holden; Burton 
Emmett, Newell-Emmett Company; 
D. W. Griffith, motion picture pro- 
ducer; Joseph Sinel, designer; Kath- 
leen Howard, New York fashion 
editor, Harper’s Bazaar; 

Ira Martin, president, Pictorial 
Photographers of America; Wallace 
Morgan, president, Society of Illus- 
trators; John Clyde Oswald, presi- 
dent, Art Alliance of America; 
Joseph B. Platt, art director, De- 
lineator Magazine; Lee Simonson, 
president, American Union Decora- 
tive Artists and Craftsmen. 


Maxon Gets Gillette 


Maxon, Inc., Detroit agency which 
has handled the advertising of Auto- 
Strop and Probak razors, has been 
sponte - ee the Gillette Safety 
Razor Co 


Feminine Judge 
Paid $1,000 for 
Yeast Letter 


New York, March 5—Testimonial 
advertising received another body 
blow here when Magistrate Jean H. 
Norris admitted she received $1,000 
for writing a letter crediting an 
yeast with curing her indigestion 
and insomnia. 

She testified to this effect in the 
Appellate Division’s investigation of 
the magistrates’ courts in Manhat- 
tan and the Bronx. Like all other 
phases of the inquiry, the testimonial 
angle received wide publicity from 
the newspapers. 

Harland B. Tibbetts, assistant to 
Referee Samuel Seabury, asked Mag- 
istrate Norris whether she had ever 
used her office for personal profit or 
self-advertisement. 


“Certainly not,” she replied. 


Produce the Copy 


“You will not, however, deny that 
this was authorized by you, will 
you?” asked Mr. Tibbetts, handing 
her a full-page advertisement from 
a magazine, showing Magistrate 
Norris in the black robes of a mag- 
istrate, and a letter saying she had 
been in a run-down condition until 
she used a certain yeast. 


The New York Sun continued the 
story: 

“Magistrate Norris flushed fiery 
red, her voice dropped to a whisper 
and she moved uneasily on the wit- 
ness stand, avoiding the glance of 
groups of women friends who had 
accompanied her to thé court room. 


“Mr. Tibbetts read for the record 
a list of magazines and newspapers 
in various parts of the United States 
and Canada in which the advertise- 
ments had appeared. For one of 
them she received $1,000 and the 
amounts for the others were not re- 
vealed. 


“Magistrate Norris insisted that 
she had not considered the $1,000 
nor the self-advertising when she 
agreed to allow her name to be used 
in the advertisements. She was con- 
cerned only with informing the pub- 
lic of the boon that brand of yeast 
conferred on sufferers like herself, 
she said.” 


To Advertise Art 


Frank J. Reynolds & Staff, Bos- 
ton, have been appointed by Angelo 
Lualdi, recently incorporated as 
Lualdi-Drew, Inc., Boston and Flor- 
ence, Italy. The company creates 
ecclesiastical works of art, altars, 
pulpits, etc. 

Architectural and class publica- 
tions will be used. 


Joins Stanco, Inc. 


Val A. Schmitz has been added to 
the staff of Stanco, Inc., New York, 
as general advertising director. 

E. B. Loveland continues as ad- 
manager, with A. J. Mil- 
is assistant. 


vertisin 
lard as 


Agency for Closures 


The General Bottle Cap Corp., 
New York, manufacturer of a sani- 
tary sealed paper cap for milk bot- 


tles, has appointed Churchill-Hall, 
Inc., of that city. 


Boscul Celebrates 


pany, Philadelphia, is placing spe-| used. 


cial copy for the 100th anniversary 
of Boscul coffee. 

Both chains of the National Broad- 
casting Company are also being 


Handredth Anniversary 
The F. Wallis Armstrong Com- 
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SHOE & AWN ADVERTISING 
AGENCY RECENTLY 
CONDUCTED A SURVEY 


to determine the preference of 
shoe retailers and shoe manu- 
facturers for the publications 
in their fields. Of the 1158 
retailers replying 758 preferred 
the BOOT and SHOE RE- 
CORDER. 


* * 


The remaining 400 were 
scattered among seven 
other publications, the 
largest number for any one 


being 72. 
* * 


The Recorder is edited and 
printed for the retail shoe 
merchant. Despite this, of 129 
P, shoe manufacturers replying, 
73 prefer the Recorder to pub- 
lications edited expressly for 
their branch of the shoe in- 
dustry. 


BOOT and SHOE 


Branches: 
=x, {RECORDER 
PHILADELPHIA : 
ROCHESTER The Great National Shoe Weekly 
CHICAGO A UNIT OF THE 
CINCINNATI UNITED BUSINESS PUBLISHERS, INC. 
ST. LOUIS Two Thirty-nine West Thirty-ninth Street 
z NEW YORK 


Subscribe Now! 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


will keep you posted on the 
significant developments in all 
branches of advertising. 


$1 a Year---52 Issues 
Use the Coupon 


Advertising Age, 
537 S. Dearborn St., 


Chicago 
You may enter my subscription for one year. I 
enclose $1 (check, currency, or money order.) 
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Coast Club Accepts 


Seven New Members 


S. H. Wade, president and gen- 
eral manager, Western Construction 
News, San Francisco, has joined the 
San Frangisco Advertising Club. 


Other new members: 
A. R. MeNeill and J. 
Agency; 


artist, and Nora A. Blichfeldt. 
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Wallace 
Kyte, Western Lithograph Co.; S. S. 
Schwartz, Schwartz Advertising 
C. H. Beckwith, Carter 
Rice & Co., paper; Alice Raphael, 


RETAILING 


New York 


Druggists’ Alliance 
Adds Eastern Stores 


More than 20 new members will 
join the Independent Druggists’ Al- 
liance March 13 and 14 at Jersey 
City, N. J. The newcomers will be 
serviced by D. Kaltman & Co. 

The Jersey City group brings the 
number of I. D. A. stores in that 
state up to 150. Like all others in 
the organization, they are given the 
benefit of the advice of the parent 
body in Chicago. 


y 


A Complete 
Produetion Service 


TYPOGRAPHY 
ELECTROTYPES 
MATRICES 
STEREOTYPES 
PRINTING 


Western 
Newspaper Union 


NEW YORK «+ 310 East 45th St. 
CHICAGO + 210 So. Desplaine St. 


and 34 other cities 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


may be purchased at the following News- 
stands in New York City: 


WOOLWORTH BUILDING 
PERSHING SQUARE NEWS STAND 


Entrance Grand Central Station 
49d Street and Park Avenue 


TIMES BLDG., TIMES SQUARE 


DOUBLEDAY, DORANBOOKSHOPS, Inc. 


Graybar Building 
420 Lexington Avenue 


“everybody reads the news” 
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RESEARCH BODY 
GROWING; HAS 
4,000 MEMBERS 


Analyzes Advertising Claims 
for Members 


New York, March 5—While Con- 
sumers’ Research, Inc., may never 
have enough members to affect the 
results of advertising, the organiza- 
tion, which has offices at 340 West 
23rd Street, provides an interesting 
cross-current. 

It was formed on the theory that 
“the Government affords practically 
no protection against fraudulent and 
misleading advertising and selling,” 
and that there is a field for an 
organization to “provide unbiased 
information and counsel on goods 
bought by the ultimate consumer.” 

The association now has about 
9,000 members, against 3,500 a year 
ago. They pay $2 per year. This 
fee covers only a part of fhe cost of 
service, the remainder being made 
up by a grant of $10,000 from “a 
philanthropist whose interest lies 


with the ultimate consumer.” Ad- 
ditional contributions are _ being 
sought. 


Basis for Listings 


For the $2 fee, the subscriber re- 
ceives annually a buyet’s handbook 
and periodic bulletins during the 
year. The book lists over 1,000 
products by brand name. Some are 
shown as recommended, and others 
not recommended, reasons being 
given in most of the cases. 

According to the organization’s 
prospectus, “the listings are based 
upon the authoritative and impar- 
tial opinions of Governmental and 
private experts of known integrity, 
supplemented by investigations made 
under the direction of F. J. Schlink, 
technical director of the service. 

“In a few cases, experiences of 
subscribers, when their judgment 
stands the test of technical exam- 
ination or verification, are also in- 
cluded, with due indication of the 
difference of such information from 
data given as from experts. 

“While the opinions expressed in 
the reports are by no means infal- 
lible, they provide the advice of im- 
partial experts as against the biased 
advice of agvertising men and all 
others commercially interested in 
the product. When further research 
brings to light errors, such as in- 


DANCE CHAIRMAN 


Pauline Peters 
Mrs. Peters was in charge of the 
15th annual dinner-dance of the 
Philadelphia Club of Advertising 
Women, recently held in that city. 


She is with the Theodore Ash 
Agency. 


evitably occur in all pioneer investi- 
gations, these are corrected, and the 
information is also continually be- 
ing amplified and extended.” 

In addition to the printed com- 
modity lists, subscribers receive 
periodical bulletins containing de- 
tailed recommendations and discus- 
sion of certain items, with special 
reference to the claims made in cur- 
rent advertising. The annual hand- 
book is cumulative and contains in 
condensed form all recommendations 
made in the bulletins during the pre- 
ceding year. 

Individual requests are answered 
when the organization regards them 
as of general interest and when the 
inquiry is accompanied by a small 
fee. 

Founded by Chase 


Consumers’ Research, Inc., was 
organized originally as the Con- 
sumers’ Club by Stuart Chase and 
Mr. Schlink, authors of “Your 
Money’s Worth,” a 1927 Book-of- 
the-Month Club selection. This vol- 
ume described “the predicament in 
which competitive advertising and 
sales pressure place the consumer 
who in an uncharted jungle of con- 
flicting claims, skilfully presented 
misinformation, flattery, sex appeal 
and exaggerations, attempts to find 
his way to an intelligent purchase.” 

Consumers’ Research, it is as- 


Advertising 
Plates 


“<P & A” stands for the BEST there is 
in plates and mats, and for the kind 
of quick, interested, intelligent ser- 
viee that advertisers appreciate. 


“<P & A” Service is evidenced in the 
co-operation they give to customers 
—in the pressure they are capable 
of applying to make insertion dates. 


Partridge & Anderson G 


LLOYD C. PARTRIDGE, President 
712 Federal Street 


Electrotypes 
Nickeltypes 
Lead Moulds 
Stereotypes 
Newspaper Matrices 


Thirty years continuous 
helpful service to advertisers 


ompany 


+ Chicago 


|| and 


serted, was organized in response 
to a demand on the part of con- 
sumers who, upon reading the book 
“discovering how easily and 
how often they were deceived, called 
for intelligent guidance and reliable 
information.” 

Consumers’ Research, Inc., prom- 
ises to tell automobile owners which 
cars are best in each price class, 
which tires to buy, which brands of 
gasoline and oil, which storage bat- 
tery and even which polish to use. 

It gives five pages of recommen- 
dations for foods, including comment 
on yeast, bran, candy, coffee, etc. 
The list also covers soaps and scour- 
ing powders, silver polish, alumi- 
numware, electric household appli- 
ances, antiseptics and mouth washes, 
cosmetics, etc. 

Mr. Chase is president of the or- 
ganization. Among his associates 
are Arthur Kellogg, managing edi- 
tor, The Survey, treasurer, and 
George Soule, one of the editors of 


The New Republic, associate treas- 
urer. 


Saqui Joins Rankin 


After five years with Hanff-Metz- 
ger, Inc., New York, David S. Saqui 
has become an account executive 
with the William H. Rankin Com- 
pany, of that city. 

Mr. Saqui is given credit for much 
of the success of the Jean Valjean 
cigar, which he promoted for 20 
years. 


Petroleum Industry 
Wants Code Restored 


Following a recommendation by 
the marketing committee, the board 
of directors of the American Petro- 
leum Institute, meeting in Chicago 
March 8, voted to ask the Federal 
Trade Commission to set aside the 
order rescinding the petroleum code 
of marketing. 


The 


Hotel 
mbassador 


The Ambassador of- 
fers much to those 
who give: thought to 
environment as well as 
accessibility and con- 
venience. Smart shops, 
theatres, art centers, 


business, professional 


and financial districts, 


quickly and easily 


reached. 


NEW YORK 


‘Sees PARK AVENUE 


AT Sist STREET 


ATLANTIC CITY * PALM BEACH * LOS ANGELES 


Can you state positively 
that you know of an in- 
stance where better 
typography did not pay 
bigger dividends? Read 
advertisement of Lee & 
Phillips, Inc., on page 
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Funeral Supplies 
Displayed at Mart 

A funeral directors’ division has 
been established at the American 
Furniture Mart, Chicago, to provide 
a contact point between manufac- 
turers and funeral directors. 

Many of the furniture dealers 
who attend the annual markets at 
the Furniture Mart are funeral di- 
rectors as well as furniture men. 

The next national furniture mar- 
ket, June 1-13, will include displays 
of funeral equipment. 


* PAUL O'HAIRE 
* Artists’ 
Representative 


representing 

Luis Saravi 
Seymour Ball 
Norman Farquar 
Franklin Booth 
Ann Brockman 


David Hall 


Layout » Lettering 


GRAYBAR BUILDING 
LEXINGTON 6860 


The Des Moines Reg- 
ister and Tribune sells 
68% of all Sunday 
and 56% of all daily 
newspapers circulated 
in central two-thirds 
of Iowa. This includes 
newspapers published 
out of state as well as 
in lowa—41 all told. 


Just Off the Press! 
PUBLICATION AND ADVERTIS. 
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Letters, Post Cards, 
Folders, Blotters. Booklets, Catalogs, etc., etc. 
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year. At end of year, we return $4.00 if you are 
not satisfied. Send 25c for sample copy. 
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A PERSONNEL SERVICE FOR THE 
ADVERTISING PROFESSION 
Confidential, painstaking attention to the indi- 
vidual problems of each client. An interview will 
convince you that we can get you the right con- 
nection. While we operate under the employ- 
ment agency law, our methods are unlike any 

other agency. 
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Proof 


o' the Pudding 


Like many other companies, the 
dolland Furnace Company approxi- 
nated its 1929 volume in 1930, but 
was unable to maintain net profit. 
ihe company’s 1930 sales amounted 
to $17,327,000 against $18,671,000 in 
1929. Net profit was but $1,655,000, 
compared with $2,202,000. 


* * x 


Though Remington-Rand., Inc., en- 
joyed a good year in 1930, it decided 
tv omit the quarterly dividend of 40 
cents on common stock and build up 
its surplus. The usual dividends on 
preferred stock were paid. 

* * 7 


Sales and profits of the P. Loril- 
lard Company swept to new heights 
in 1930, along with those of other 
cigarette manufacturers. Net in- 
come, after interest, federal taxes 
and other charges, amounted to $3,- 
614,000, against a mere $1,336,000 
in 1929, 


* * * 


Directors of the Gillette Safety 
Razor Company deferred action on 
the common dividend, pending such 
time as full benefits from the merger 
with Auto Strop would become 
known. The stock has been on a $4 
annual basis. Preliminary estimates 
indicate combined consolidated earn- 
ings of about $3.40 a common share, 
against $4.44 in 1929. 

* * * 


They use to fire the advertising 
manager when things went wrong. 
Now it’s the president. The annual 
report of Foote Bros. Gear and 
Machine Company showed a net loss 
and J. F. Griswold was elected presi- 
dent. This significant line was in- 
cluded in a report of the year’s 
operations: 

“The company experienced diffi- 
culty in the mechanical construction 
of its new tractors, resulting in 
large expenditures for reconditioning 
of the defective machines.” 

* * * 


Richman Brothers, exponents of 
the $22.50 suit and the ten-pay plan, 
had a big year in 1930, though 
closely pursued by Howard Clothes, 
Inc., a competitor in this field. An 
authority reports that Howard did a 
business of more than $7,000,000, 
with net profits of about $800,000. 
The entire clothing field is ponder- 
ing this, which may or may not 
explain why Hart Schaffner & Marx 
has announced it will manufacture 
a line to retail at $100—a new high. 

* + bd 

Coca-Cola goes marching on. The 
Atlanta company declared a quar- 
terly dividend of $1.75 on common 
stock and an extra dividend of 25 
cents on the same stock to holders 
of record of March 12. 

Earnings in 1930 soared to $11.15 
a share, compared with $10.25 a 
share in 1929. Sales mounted from 
$39,260,000 in 1929 to $41,284,000, 
which provided the extra margin in 
spite of higher costs. 

* * * 


With its Food Foundation receiv- 
ing benefit of advertising, the 
Kroger Grocery and Baking Com- 
pany has dropped hints that it ex- 
pects to add the restaurant business 
to food dispensing. Kroger’s grocery 
chain is now the second largest in 
the field. 

Stockholders have been advised 
that they will be asked to vote on a 
proposal to amend the articles of 
incorporation to “permit the sale and 
serving of meals, lunches, confec- 
tions and soft drinks.” 

The company opened a new type 
of store last June which in addition 
to handling the regular line, in- 
cluded a soda fountain, serving light 
luncheons and soft drinks. 

* * * 


The final copy in the contest con- 
ducted by the Bristol-Myers Com- 
pany on Ingraham shaving cream 
contained the interesting announce- 
ment that of 1930 sales of 2,667,363 
packages, the jar accounted for 1,- 
328,827, with 1,338,536 for the tube. 
Sales in 1929 were 1,992,998, which 


gives 1930 a handsome gain. 


WINS AWARD 


Florence Clisbee 
Mrs. Clisbee’s smile is caused by 
the fact that Saks & Co., New 
York, of which she is advertising 
director, won the Harvard Award 
for the most effective illustration 
of 1930. 


SCRIPPS HOWARD 
LINEAGE JUMPS 
TO 2ND PLACE 


New York, March 6—Even more 
dramatic than last week’s sale of 
the New York World newspapers to 
Scripps-Howard, which merged them 
with the New York Telegram as the 
New York World-Telegram, a six- 
day paper, was the fight for the 
World circulation which followed. 

All of the New York dailies 
stepped up their editorial content 
and indulged in a large volume of 
advertising to call the attention of 
the newspaper-reading public to the 
improvements. 

An official of Scripps-Howard told 
ADVERTISING AGE, however, that the 
new paper attained an immediate 
and conspicuous success. 

“We have abandoned the morning 
circulation held by the World,” he 
said, “but are getting evidence every 
day that considerable of this circu- 
lation is going over to the World- 
Telegram, doubtless because of the 
incorporation of many World fea- 
tures in the new paper. More World- 
Telegrams are now being sold daily 
than the total for both papers prior 
to the consolidation.” 


Big Advertising Gain 


The Telegram formerly averaged 
around 32 pages of advertising per 
day. Under the new regime the 
average has been 52. Figures for 
four days show the new World-Tele- 
gram in second place in advertising 
lineage. Prior to the merger, it stood 
fourth, being led by the Sun, Jour- 
nal and World in the order named. 


Classified advertising in the 
World-Telegram has gained an aver- 
age of 6,000 lines daily. 


Among personnel changes is the 
appointment of J. B. Jones, former 
national advertising manager of 
the Telegram as manager of the 
newly-created automotive advertis- 
ing department of the World-Tele- 
gram. 


Vernon Brooks is the new nation- 
al advertising manager. William E. 
Robinson, formerly of the Journal, 
has been appointed local advertising 
manager of the World-Telegram. 
Dick R. Reed, formerly of the 
World’s advertising staff, widely 
known in New York advertising cir- 
cles, has joined the World-Telegram 
staff. 

James P. Needham, late of the 
World, is an addition to the World- 
Telegram advertising department. 
Chester L. Eskey, of the World, is 
manager of book advertising for the 
World-Telegram. 

One of the notable acquisitions 
made by the World-Telegram is 


Rollin Kirby, . renowned cartoonist, 


Classified 
Advertising 


A charge of 40 cents a line is 
made for advertising in this depart- 
ment, the minimum charge being $2. 


SITUATION WANTED 


Young man, 22, three years agency 
experience. Assistant to Space 
Buyer, and forwarding. Also knowl- 
edge production department and com- 
prehensive knowledge agency pro- 
cedure. All-around assistant. Will 
go anywhere. Highly recommended. 
Box 20, ADVERTISING AGE, 407 Gray- 
bar Bldg., New York City. 


who will join the staff after a vaca- 
tion. 

Thz last issue of the New York 
World has taken on the sentimental 
value in public estimation and the 
current bid is $1, with few copies 
available. 


Congress Quits 
Without Acting 
on Vestal Bill 


Washington, D. C., March 5—The 
71st Congress adjourned March 4 
without acting on the two measures 
which held the spotlight for the ad- 
vertising fraternity—the Capper- 
Kelly Bill and the Vestal Copyright 
Bill. Both of these measures were 
storm centers during the Congres- 
sional session and both will come in 
for future attention. 

The Garber Bill, placing an em- 
bargo on oil imports, and a similar 
measure placing an embargo on va- 
rious agricultural products, also 
failed to get action. 

One of the leading bills which be- 
came law in the dying days of the 
Congress was that increasing the 
loan value of soldiers’ bonus cer- 
tificates to one-half the face value. 
Certificates less than two years old 
are excluded. Many veterans who 
had failed to take advantage of the 
bonus certificates applied for them 
when ‘this law was passed. In the 
meanwhile, the exact amount of 
money to be put into circulation is 
not known. 

The bill providing for a 44-hour 
week for postal employes was passed 
by Congress and signed by the Presi- 
dent. So was a measure authoriz- 
ing the appropriation of $45,000,000 
for loans for seed, feed and fertil- 
izer in the drought areas. 

All of these bills were reported 
by ADVERTISING AGE as they came 
up. 


E. St. Elmo Lewis 
in Publishing Field 


E. St. Elmo Lewis, internationally 
known merchandising counsel of De- 
troit, has been elected vice-president 
ci the Keystone Publishing Com- 
pany, Philadelphia, publishers of 
The Keystone, Jewelry Trade News 
and Keystone Jewelers’ Index. 

Mr. Lewis is now in Philadelphia, 
where he will serve as editorial di- 
rector of the company’s publications 
and advisor to the industry. 


Will Service Two More 


The Richardson, Alley & Richards 
Co., New York, has been appointed 
by the Mail Pouch Tobacco Com- 
pany, Wheeling, W. Va., and Brown- 
ing King & Co., New York. 

A weekly program of electrical 
transcriptions on 16 stations featur- 
ing James J. Corbett, former cham- 
pion boxer, will be used for Mail 
Pouch, while newspapers in the 28 
cities in which the company has 
stores will be employed for Brown- 
ing King & Co. 


Catoir Has Agency 


The Catoir Silk Company, New 
York, manufacturer of vestings, fac- 
ings and linings, has placed its ac- 
count with Redfield-Coupe, Inc., of 


that city. 


Service Papers 
to Suffer from 
NewAmendment 


Washington, D. C., March 5.— 
Active Army officers and enlisted 
men may not serve Army service 
publications which carry advertising 
of companies supplying the Govern- 
ment, an amendment to the annual 
Army appropriation bill approved 
by President Hoover provides. 


The War Department regards this 
as a serious blow at Army service 
publications such as the Infantry 
Journal, Cavalry Journal, Field Ar- 
tillery Journal, Coast Artillery Jour- 
nal, Military Engineer, Army Ord- 
nance, Quartermaster Review and 
Military Surgeon. 


The amendment provides that no 
pay shall be available for any offi- 
cer or enlisted man engaged in any 
manner with publications issued for 
or by any branch of the Army which 
carry paid advertising of firms do- 
ing business with the Government. 


The practical effect is to force a 
number of military men from their 
editorial chairs. 


Lyman Irish Gets 


Cleveland & Shaw 


Cleveland & Shaw, New York 
agency, merged with Lyman Irish & 
Co., agency of that city, March 2, 
under the latter’s name. 

Horace Cleveland and Donald S. 
Shaw were elected vice-presidents of 
Lyman Irish & Co. Others who 
joined the Irish agency were A. H. 
Fancher, H. B. Harvey, R. L. Kutch, 
aed Dravnich and Miss Shirley 

mith. 


“Time” on Air 
Time, New York, began a weekly 
broadcast, “The March of Time,” 
March 6 over the Columbia chain. 
The program will consist of the 
reacting of news events before the 
microphone accompanied by a mu- 
sical score by a symphonic orchestra 

directed by Howard Barlow. 


Plans Are Laid 


for Sports Medium 
The first issue of The Schelastic 
Coach, to cover the field of high 
school athletic directors, has been 
announced for September by the 
publishers of The Scholastic and St. 
Nicholas, New York. 
Robert Harron and C. R. Mease 
are the editors and S. Z. Oppen- 
heim is advertising manager. 


Beauty Aid Makers 


Appoint Fertig Agency 
The Marinello Company, toilet 
preparations, and Inecto, Inc., No- 
tox hair coloring, both of New York, 
have appointed The Lawrence Fer- 
tig Company, Inc., of that city. Na- 
ee magazines will be used for 
th. 


Simmons Announces 


New Radio Series 


The Simmons Co., Chicago furni- 
ture manufacturers, launched a new 
radio series March 2 over the Co- 
lumbia Broadcasting Company, fea- 
turing stars of the Metropolitan and 
Chicago Opera Companies. 

The new series will be heard 
every Monday night until May 6. 


CAN YOU 


SWEAR 


FOR “5 


that you know of a 
single instance 
where good typog- 


raphy brought in 
the bacon? Read Oo 


advertisement of 
Lee & Phillips, Inc., @) 
on page 
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ADVERTISING AGE 


— — 


March 7, 1931 


SSELLITHERE 


THEME OF 11TH 
DISTRICT MEET 


Is Corollary of Buy - at -Home 
Movement 


Denver, Colo., March 5.—Featuring 
a program based entirely upon the 
“Sell It In This Market Movement,” 
the ninth annual convention of the 
Eleventh District Advertising Fed- 
eration of America was held here 
March 2 and 38. Registration was 
about one hundred. 

In opening the convention, Morris 
D. Townsend, district governor, as- 
serted the meetings are being held 
strictly for business purposes, in an 
effort to ascertain the place of the 
advertising profession in the “Buy 
It” and “Sell It”? movements. 

H. S. Sands, president of the 
Denver Chamber of Commerce, gave 
the business man’s viewpoint on 
advertising. 

“Distribution needs the intelligent 
guidance of those who know distribu- 
tion problems,” he said. “Our pros- 
perity depends upon the advertising 
man, and his work in keeping a just 
share of our business in this terri- 
tory.” 

Milton E. Bernet, president of the 
Advertising Club of Denver, ex- 
plained the “Sell It In This Market 
Movement,” showing that it is the 
natural corollary of the “Buy It In 
This Market” idea originally started 
by the Denver Chamber of Com- 
merce. 


Value Comes First 


“In order to encourage the mer- 
chant to sell goods manufactured in 
this territory,” he remarked, “it is 
necessary first of all to see that he 
gets value for his money. The emo- 
tional appeal alone will not work. 

“The potential market of the three 
states of Colorado, Wyoming and 
New Mexico is $1,142,000,000 an- 
nually, with 40 per cent now being 
supplied by local manufacturers and 
distributors. Of this total only a 
fraction of 1 per cent is being spent 
for advertising.” 

C. C. Cole, manager of research 
of the M. M. Henderson Advertising 
Agency, answered “Are We Buying 
It and Selling It In This Market?” 

He said over a half billion dollars 
a year is going to outside markets 
from this territory at present. 

“Consumers,” said Mr. Cole, “are 
buying about 100 per cent here. Re- 
tailers should increase their pur- 
chases here 40 to 50 per cent. 
Wholesalers and manufacturers are 
buying between 25 and 50 per cent.” 

Explanation of this condition, in 
Mr. Cole’s estimation, lies largely in 
the fact that business men are 
ignorant of what can be bought in 
this market, simply because they 
have not been told through advertis- 
ing. Jobbers spend time and money 
attempting to reach outside mar- 
kets, and neglect business at their 
doorstep. 


Dr. Rastall Speaks 


Monday’s luncheon was held in the 
Arabian Room of the Cosmopolitan 
Hotel. Freeman H. Talbot, general 
manager of KOA, was toastmaster, 
with Dr. B. M. Rastall, executive 
vice-president of the Colorado Asso- 
ciation, as the speaker. 

Dr. Rastall spoke briefly of “Mer- 
chandising a State,” describing the 
work of creating a national demand 
for Colorado and its products. 

He pointed out that the funda- 
mental aim in all advertising is to 
create and stimulate a desire for 
something, whether it be food or 
scenery. Over 1,000 inquiries are 
now received daily by the Colorado 
Association. 

These inquiries are carefully tabu- 
lated, personal letters being sent to 
those asking for specific details. The 
association is working through every 
agency in the state, to see that each 


RECALL WAR DAYS IN BID FOR VETERANS’ 
PATRONAGE 


is advertising manager. 


homeward bound?” 


ii: Hart Schaffner & Marx 


Hi ajo} ON 


Stylish clothes are ready. |} 


for you in the good 


old USA 
Allavool guaranteed 


Sess 
a. 


Hart Schaffner & Marx, Chicago, made an energetic bid for some 
of the new-found wealth of ex-soldiers this week, with a newspaper 
campaign showing its “Welcome Home” signs of 1919. Carl W. Chapin 


The copy asked: “Do you remember this sign at Brest, Bordeaux, 
Nantes, St. Nazaire and other embarkation points, the greeting from 
‘God’s Country’ that quickened the pulse of dog-weary American soldiers 


a 


region is enabled to best state its 
advantages. 


Opening the afternoon session, J. 
F. Toner, general manager of Martin 
Brothers, res presented his in- 
terpretatior® of the present economic 
state of the country as applied to 
the “Buy It In This Market Move- 
ment.” 


Presents New Theory 


Mr. Toner argued that economic 
disturbances are not due to a natural 
cycle, but come because underlying 
factors have gone out of balance, 
and because business has become 
concentrated in large industrial cen- 
ters, rather than being spread out. 


Arthur C. Johnson, publisher of 
the Denver Daily Record Stockman, 
quoted figures to show that the popu- 
lation of this trade territory is in 
excess of three million people, with 
per capita buying power $100 per 
year greater than the rest of the 
country. 


David S. Thomas, manager of the 
Agricultural Department of the 
Colorado Association, described some 
of the difficulties with which the 
association has been confronted, 
especially with regard to proper 
grading and standardization of agri- 
cultural products. 


The second day was opened by 
Mrs. S. W. Townsend, member of the 
National Speakers’ Bureau of the A. 
F. A., who presented “The Rural 
Buyer Reacting to Modern Adver- 
tising.” 


Describes Rural Habits 

Mrs. Townsend believes the buy- 
ing power of rural dwellers is often 
underestimated by advertisers. She 
said country buyers pay cash, and 
read advertising more thoroughly 
than any other group. 

Ferdina Varley, advertising man- 
ager of Bernheim’s, ladies’ ready-to- 
wear store of Peublo, discussed “The 
Female of the Species.” 

Miss Varley said the motivating 
power behind the woman buyer is 
her desire to attract men, satisfy 
her vanity and create envy among 
her sisters. She believes the price 
appeal remains the most important, 
even though style is potent. 

Tom Flood of the Bolyn Corpora- 
tion, Chicago, sales counsellors, de- 
scribed his work. 

“Money is being lost,” said Mr. 
Flood, “because many firms have no 
adequate sales organizations to fol- 
low up their advertising. Advertis- 
ing is the saviour of business, and is 
now engaged in pulling it out of the 
mudhole where it finds itself.” 


Government Services Offered 

The Tuesday luncheon of the con- 
vention was held in conjunction with 
the regular weekly meeting of the 
Denver club at the Brown Palace 
Hotel. Walter Mann, former re- 
search director of the Association of 
National Advertisers, and now as- 
sociated with Sales Management, 


talked on “Good Will Values in Ad- 
vertising.” 

At the concluding session Tuesday 
afternoon, G. E. Bittner, manager of 
the Denver office of the Department 
of Commerce urged his audience to 
take advantage of Government serv- 
ices and facilities. 

“One of the outstanding tenden- 
cies,” he said, “is for advertisers to 
neglect the proper background of re- 
search data. Scientific advertising is 
built on market analysis.” 

Mr. Bittner also presented the 
latest product of his office, a map 
showing the census of distribution 
for this trade territory. 

Walter Mann addressed the body 
for a second time on “Media Selec- 
tion and Copy Testing.” It was his 
conclusion that inasmuch as reliable 
methods have been developed for 
these processes, advertising has 
grown to be more of an exact mat- 
ter. 

“Make a basic case study and find 
the market in terms of people and 
area,” he urged. “The important 
thing is to spend 5 percent of the 
total appropriation to ascertain how 
to spend the remaining 95 percent 
intelligently.” 

Continuing a part of the program 
which has been a feature for several 
years, Gifford Gillaspy, president of 
the Advertising Club of Colorado 
Springs, “harpooned” a number of 
current advertisements. Mr. Gillaspy 
also criticised the advertising done 
by retail establishments throughout 
the state. 

William E. Bryan of Denver was 
elected district governor; lieutenant 
governors, A. B. Spencer, Denver; 
W. Keith Chick, Colorado Springs, 
and H. A. Poorbaugh, Roswell, N. M. 
The secretary will be chosen later. 

The concluding event was the an- 
nual dinner dance Tuesday evening. 
Frank R. Jamison, advertising man- 
ager of the Public Service Company 
of Colorado was toastmaster. 

Due to lack of time the resolutions 
were not presented, but will be 
mailed to members. 


Succeeds Frankfort 
with Story & Clark 


Otto N. Frankfort has resigned as 
veneral sales manager of the Storv 
& Clark Radio Corn., Chieago. and 
has been succeeded bv Frank T. 
Chase, formerlv with the Maenavox 
Corp., manufacturer of loud 
speakers. 

Mr. Frankfort joined Story & 
Clark about a vear ago after wide 
experience which included service as 
general sales manager of the Mo- 
hawk Corn., later the All-American 
Mohawk Corporation. 


Gets Beauty Account 

The Franklin Advertising Service, 
Boston, is now handling the account 
of Mme. Leoné of that city. Maga- 
zines will be used for an eyelash 
beautifier. 

The same agency has been ap- 
pointed by the Perry and Elliott 
Company, Lynn printers. 


BUSINESS GIRLS 
BORES? JUDGES 
FAIL TO DECIDE 


Intense excitement prevailed in 
Chicago March 3 when the Women’s 
Advertising Club shattered lances 
over “Resolved: the Business or 
Professional Woman Is a_ Social 
Bore.” The debate, inspired by an 
article by Jerry Maxwell in a recent 
issue of The Outlook, made Page 1 
of the Chicago Daily News’ famous 
Blue Streak sports edition. 

Mrs. Ruth Fisher Gragg, of Mc- 
Quinn & Co., program chairman, 
stood by to preserve decorum during 
the battle, which ended in no 
decision. 

Mr. Maxwell contended that the 
business woman is a social bore 
because she is so well satisfied with 
her mentality that she parades it on 
all occasions. 

Utilizing research experience, the 
team for the negative, Lucille B. 
Fisk, of American Home Magazine 
Publishers, and Bernice Challenger 
Bost, publisher of Tower Town 
Topics, addressed a questionnaire to 
prominent business men, who proved 
to be exceedingly voluble. 


Air Their Knowledge 


“Granted that all women wish to 
be charming,” many of them argued, 
“why, if business robs women of fas- 
cination, should so many of them be 
anxious to desert home and society 
for business?” 

Armed with this and other facts, 
the negative team entered the lists 
confident of an easy victory over Ida 
Chesbro, of Ida Chesbro & Co., and 
Letitia Chaffee of the Chicago Trib- 
une, champions of the affirmative. 

The judges who turned out to be 
such diplomats were Mrs. Olivia 
Barton Strohm and Mrs. Henry 
Shailer Judd, both well known free 
lance copy writers, and Mrs. Anna 
J. Peterson, manager of the home 
economics department of the Peoples 
Gas Light & Coke Co. 

Miss Chesbro preached from the 
text, “You Can’t Reform a Worker 
into a Qyeen Bee.” 

“The business woman is trained 
for efficiency rather than charm,” 
she declared, “and efficiency is not 
attractive socially. 


Too Much Energy 


“The business woman Is not rest- 
ful. Her mind is overstimulated and 
creates tension in those around her. 
She has not mastered the art of 
small talk which makes her a good 
dinner partner.” 

Mrs. Bost offered this rebuttal, 
according to the Chicago Daily 
News: 

“Mr. Maxwell says the business 
woman believes in bewitching a man 
more with her wit and intelligence 
than by making him succumb to 
subtle and mysterious wiles. 

“But I contend that business and 
professional women are as good and 
clever at the great art of necking as 
those of any other class. For aside 
from sweethearts, many up and 
coming business women of today 
usually do not end by having one 
husband, but sometimes have two 
and even three.” 

A business session followed the 
debate. Ruth Procter, advertising 
manager of the Northern Trust Co., 
was named chairman of the nomi- 
nating committee for the annual 
election in April. 


To Style Men’s Lines 


The Fashion Coordination Bureau, 
New York, has been appointed to 
render a special styling service for 
the men’s departments of the Amer- 
ican Woolen Company. 


Conde Nast Takes 
Enforced Vacation 


Conde Nast, editor and publisher 
of Vogue, Vanity Fair, and other 
New York magazines, is in the Med- 
ical Center, New York, recovering 
from an operation. 


Majestic Radio 
Returns to Its 
Former Agency 


Duane Wanamaker, vice-president 
in charge of advertising, Grigsby- 
Grunow Company, Chicago, and af- 
filiate, manufacturer of Majestic 
radios and refrigerators, has an- 
nounced that the company’s account 
will be handled by the Chicago office 
of H. W. Kastor & Sons Co. after 
April 1. Kastor was the company’s 
agency for 18 months until two 
years ago. 


There will be no changes of im- 
portance in advertising policy. 
Newspapers will continue to be the 
backbone, and outdoor advertising 
and The Saturday Evening Post 
will also be used. 

The company is paying closer at- 
tention to distance reception. This 
is a subject about which radio ad- 
vertisers have not had much to say 
since tone quality became the pre- 
ferred theme about two years ago. 

With its distributors, Grigsby- 
Grunow conducted a reception con- 
test this week for its dealers and 
salesmen only. Cash prizes totaling 
$5,500 will be awarded to those who 
brought in the greatest number of 
stations with any one of the current 
Majestic models. 


The time covered in the contest 
was from 3:00 p. m. March 2 to 
3:00 March 38. Contestants were 
furnished blanks on which they 
wrote down the name of stations 
brought in, time, and nature of pro- 
gram. Entries will be checked 
against reports of station programs. 

Judging interest by the number 
and kind of entries received, Mr. 
Wanamaker says it is not unlikely 
that a similar contest will be opened 
to the public in the near future. 


Outdoor Bureau Elects 
_At the annual meeting of the Na- 
tional Outdoor Advertising Bureau, 
Inc., D. M. Botsford, vice president 
and general manager of the Bots- 
ford-Constantine Company, Norman 
W. Geare, president of Geare-Mar- 
ston, Inc., and Shelley E. Tracy, 
president of Tracy-Locke-Dawson, 
Inc., were elected members of the 
board of directors. There were no 
other changes in officers or directors. 


To Investigate Copy 


E. J. Adams, William F. David- 
son and Clyde M. Hadley, appointed 
to the Federal Trade Commission 
from Oregon, Maryland and Wash- 
ington, respectively, have been des- 
ignated by that body to deal with 
alleged misleading advertising in 
newspapers and magazines. 


Pittsburgh Plans Exhibit 

The Pittsburgh Advertising Club 
will hold its fourth annual exhibit 
of advertising service and materials 
at the Wm. Penn Hotel April 27-30. 
B. I. Davis of Edwin H. Stuart, Inc., 
is in charge. 


Ryan Heads Flexwood 

O’Neill Ryan, Jr., has been elected 
president of the Flexwood Company, 
Chicago. He was general sales man- 
ager of the Weatherwood Company, 
subsidiary of the U. S. Gypsum 
Company. y 


Can you|writea 


good letter? 
a] 


read 


advertisement 
of 


lee & phillips - inc 


on page 
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